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JSI nGSS . . . via SPOT TV 

d more national advertisers are capitalizing on the fact that all weather 
The weathercaster on a local station is the only man with weather information 
diate interest to local viewers. No wonder he's such a successful salesman ■> 
thing from soup to swimming pools . . . and is one of the reasons why 
national advertisers have made Spot TV their BASIC advertising medium. 
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WTVJ IS AGAIN PROVED 

THE DOMINANT TV 
STATION IN FABULOUS 
SOUTH FLORIDA 



51.6% SHARE OF 
AUDIENCE IN MIAMI'S 
3 -STATION MARKET 

Sign-On to Sign-Off, NSI December 1958 

We are proud of the fact that more adver- 
tisers are selling their products over WTVJ 
than at any time in our ten year history — 
that these advertisers want to buy the only 
station delivering unduplicated network pro- 
gramming to the entire South Florida audience. 

Booming South Florida . . . with 1,500,000 
persons spending over $2,000,000,000 in retail 
sales ... is a must-buy market on most adver- 
tising schedules. MIAMI's TV STATIONS 
COVER IT BEST! By any yardstick — 
cost-per-thousand, homes reached, depth of 
penetration — for action at the point of sale, 
consider TELEVISION FIRST. In South 
Florida, TV is the dominant medium and 
WTVJ is the dominant station. 




WTVJ 

SOUTH FLORIDA 
CHANNEL 4 



Represented Nationally by: Peters, Griffin, Woodward, Inc 



In DES MOINES, 

that result-getting station is . . . 
and has always been . . 
KRNT RADIO, that "know-how, 
go-now' 7 station that keeps pace 
with all that's going on in 
Des Moines, Iowa's lively center of 
business activity. Because KRNT 
has news on the hour, total 
sports, the best of music, 
dramatic shows, complete weather 
and complete service, local 
sponsors spend nearly as much 
on KRNT RADIO as on the 
other 5 Des Moines 

stations combined! Better See Katz Soon. 

SOURCE: LATEST AVAILABLE F. C. C. FIGURES 

KRNT RADIO-CBS 

A Cowles Station 
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The house that Leo built 

3 1 Sponsor present* a two-part profile of the first Chicago agency to top 
$100 million in annual billings. Part I- The man himself, Leo Burnett 

Soft goods: dark horse ad entry 

35 $20 billion industry being developed by progressive admen, broadcast 
media, as new money leads to new tv/radio sales patterns. Part Two 

Why small cars will need radio/tv 

38 Renault (West Coast) is putting major part of its ad budget into air 
media. Stress both luxury and economy appeal to families and women 

How singular is the single-rate station? 

40 A group of agency media executives join forces informally to compile 
a list of one-rate stations, serve as unofficial watchdog for violators 

Advertisers "take five" in spot radio 

42 New England's Carling Beer is latest to join long line of five-minute 
program sponsors. Increased sales reflects impact value of this approach 

Can radio spot meet a $500 million challenge? 

44 sponsor summarizes its $500 Million Plan for national radio spot, 
points out that 1963 goal can be met only if industry unites in drive 



News Editor 

Ben Bodec 

Special Projects Editor 

Alfred J. Jaffe 
Senior Editors 

Jane Plnlcerton 
W. F. MiVsch 

Midwest Editor (Chicago) 

Film Editor 

Heyward Ehrlich 
Associate Editors 

Pete Ranltin 
Jack Lindrup 
Gloria Florowirz 
Contributing Editor 
Joe Cside 
Art Editor 
Maury Kurtz 
Production Editor 
Florence B. Hamsher 
Vildti Visknlsfeti. Asst. 
Readers' Service 
Barbara Wiqqins 

ADVERTISING DEPARTMENT 

Sales Manager 

James H. Fuller 

Dorris Bowers, Administrative Mqr. 
VP-Western Manager 
Edwin D. Cooper 
Southern Manager 
Herb Martin 
Midwest Manager 



Parti-day in a dip, but sales level remains high 
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Davenport, Iowa — Rock Island, Illinois 

47th TV MARKET IN THE U.S. 



As Reported in TELEVISION AGE, May 19, 1958 

41 Albany Schenectady-Troy 46 Omaha 

42 Nashville 

43 Champaign 

44 Miami 

45 Sacramento-Stockton 



47 Davenport-Rock Island 



48 Binghamton 

49 Raleigh-Durham 

50 Asheville 



WOC-TV IS No. 1 IN COVERAGE 
IN THIS 47th MARKET 



48 COUNTIES 

Population* 1,727,100 

Homes 556,500 

TV Homes 469,890 

Farm Homes** 97,101 

TV Farm Homes** 54,912 

Effective Buying Income* $2,852,363,000 

Retail Sales* $2,076,120,000 





""VS., 


DAVENPORT 1 [OWA 
BETTENDORF 1 

ROCK ISLAND j 
MOLINE > ILL. 
EAST MOLINE ' 


NX 

channel 




WOC-TV Davenport, Iowa is part of Central Broadcasting Company which 
also owns and operates WHO-TV and WHO-Radio — Des Moines. 




will 
SERVE an 

Estimated 8,000,000 EXTRA 

sight seeing, fun loving, radio listening 
people during: 




DON'T TAKE LESS . . . 

-as 

Advertise 
with 

KGON 

1520 KC 
for 

KING SIZED 
RESULTS 




NEWSMAKER 

of the week 



The naming of F. Kenneth Beirn as v. p. in charge of adver- 
tising at Revlon, Inc., puts the 4f}-year-ohl adman back in the 
client side of the business after nearly 23 years in the agency 
field. He replaces Charles Abrams, who will take over the 
presidency of Warner Lamberts home products divisioi 

The newsmaker: F. Kenneth Beirn was advertising ma 
ager of RCA, Camden, when he was only 26. a reflection of the driv 
energ) and flashing intelligence he has displayed during his entire 
ad career. Between the time he left RCA and his appointment to one 
of the trickiest advertising posts in the business, he remained in 
agenc) business, racking up a record probably no other adman has 
equaled: being president of three major agencies. The three were 
Biow-Biern-Toigo, RuthraufT & Ryan and C. J. LaRoche. Besides this 
trio, he also worked at l'ediar & Ryan and Dancer-Fitzgerald-Sample, 
where he gathered considerable experience in the cosmetics field via 
handling such B&G products as Camay and Shasta. 

He was tapped for his new job b_\ Revlon 's Charles Revson byf] 
virtue of his work on 14 Revlon products. In taking over the adve 
tising destinies of the entire Revlon line, Beirn has a key voice in 
ihe spending of around $10 million in tv, representing roughly !'>()% 
of the cosmetic firm's ad budget. 

Beirn moves into Revlon at the height of an expansion and diversi- 
fication binge. The coming announcement of company sales in 195'! 
will probably report a figure of more than $100 million — the second 
cosmetic firm to do so. (Avon was the first.) During the first sb 
months of 1958 sales were running about 11% over the previous 
year. In the past two years Revlon has introduced a hatful of neif 
products, including its first men's toiletry brand, set up a drug sub 
sidiar), bought Knomark (Esquire boot polish) and purchased < 
controlling block of Schick stock. The burden of pulling in a profit 
for this huge enterprise is currently resting on more than $9 millior 
worth of web tv — The Garry Moore Show and Person to Person. 

Besides handling the authoritarian Revson, whose perfectionism is 
a legend in the business, Beirn w ill be wrestling with a host of adver- 
tising and marketing decisions. One of them: Can Revlon expand its 
distribution in grocery chains without losing the quality image its V 
brands possess? 

Beirn is a Yale graduate, is married to one of Rosalind Russell's I 
sisters and has homes in Southport. Conn, and New York. He has I ' 
three children, a girl and two boys. 

The other of Miss Russell's two sisters, incidentally, is married to 
"Chet LaRoche, himself. Beirn's brother-in-law returns to the post ' 
of hoard chairman at the LaRoche agency with Beirn's departure 
which came after a little more than a year after he joined that firm. I 
Just previously. Beirn had resigned from the freshly merged Erwin 
\Vase\, RuthraufT & R\an. + 
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tny Way You Look At It 



WSAV reaches more people 




WSAV-Savannah 

Have you seen the new Savannah Retail Trading Area Pulse? 

WSAV has complete audience domination in all of the important peak listening periods 
—6:00 to 10:00 AM and 4:00 to 7:00 PM. (Periods surveyed: 6 AM to 7 PM). 



br instance, here are the ratings for the breakfast hoi 



and, in the late afternoon: 



'ATION 


7:00 AM 


7:15 AM 


7:30 AM 


7:45 AM 


8:00 AM 


8:15 AM 


VSAV 


5.7 


5.7 


6.0 


6.1 


6.5 


5.6 


SUION "A" 


1.0 


1.1 


1.3 


_ 1.3 _ 


~ 1.2 


1.1 


5UION "B" 


.8 


.8 


.7 


.8 


.8 


.8 


SlTION "C" 


2.7 


3.4 


4.1 


4.3 


4.6 " 


4.7 


SlTION "D" 


1.5 


1.6 


1.9 


2.1 


2.1 


2.1 


51NON "E" 


4.2 


4.4 


4.7 


5.0 


5.6 


5.3 



STATION 


4:30 PM 


4:45 PM ' 5:00 PM | 


5:15 PM 


5:30 PM 


5:45 PM 


WSAV 


4.7 


4.9 5.1 


5.0 


5.3 


5.2 


STATION "A" 


" ^8~~" 


" ~7 T5 ~ 


.5 


.6 


.5 


STATION "B" 


1.4 


" 1.4 1.5 


1.5 


1.8 


1.7 


STATION "C" 


3.4 


3.1 3.1 


2.5 


(off) 


(off) 


STATION "D" 


2.7 


2.8 2.8 


2.7 


2.9 


2.8 


STATION "E" 


3.9 


3.9 4.1 


4.3 


3.9 


4.2 




The PULSE proves it . . . the NIELSEN proves it . . . WSAV REACHES MORE 
PEOPLE AT A LOWER PER-PERSON COST THAN ANY OTHER SAVANNAH MEDIUM! 



in Savannah 



WSAV 



630 let. 
5,000 watt 
Full Tim* 



eastman 



The HOT SHOWS 




MACKENZIE'S 
RAIDERS 

starring 

RICHARD CARLSON 




HIGHWAY 
PATROL 

starring 

BRODERICK CRAWFORD 



BIRMINGHAM 



55.3 




4-Station 
SAN FRANCISCO 



4&3 



come from ZIV! 



% 



3-Station 
I CINCINNATI 

WKRC-TV 

17.7 



SHARE 

> 20.7 RATING 

4-Station 
I SAN FRANCISCO 



56l3 % 



3-Station 
BOSTON 



51.5 



WTVJ 

46.3 



62.6 

SHARE 

30.1 RATING 



% 



2-Station 
BRISTOL-JOHNSON CITY 



61.0 



JOPLIN-PITTSBURG 



46.7 



% 




3-Station 
COLUMBUS 

WBNS-TV 

53.5 



Dr. Sydney Roslow, direc- 
tor of Pulse, Inc., heads a 
nationwide staff trained to 
make and convert home 
interview reports into re- 
liable ratings. Some of 
the Ziv show ratings used 
here are based on these 
tive findings. 



The Ziv man in your 
market can show you how 
to profit from using one of 
America's GREAT selling 
forces — a Ziv show! 





The nation's top city for 
greatest gain in business, 
and the area served by its 
two television stations. 




■ 

* 



by John E. McMillin 



Commercial 
commentary 




A sermon on snob appeals 

Maybe I'm just chicken but those Continental 
Mark IV commercials on the New York Philhar- 
monic programs are making me very, very 
nervous. 

Leonard Bernstein, his forelock flying, lifts 
the orchestra through the intricacies and spiritu- 
alities of, say, Beethoven's Ninth. And then, 
before I have a chance to quell my turbulent 
thoughts and feelings, along comes Julia Mead to tell me, with the 
slightly flat condescension of a Kansas school teacher that "some 
people consider this one of the finest pieces of music ever written." 
(A few minutes before Bernstein had said it was the finest. I 

Well, I think Julia is a doll. And when she is demonstrating 
Kodaks on the Sullivan show or ecstasizing over the latest g 
she is great, just great. 

But somehow the things the Ford people are giving her, a 
Continental announcers, to say seem to reek with spurious self- 
consciousness. 

At least that's the way it strikes me. And maybe one reason is 
because, as an adman, I can scent the old "as-in" pitch a mile off, 
and want to duck when 1 see it coming. 

The "As-Ins" will get you 

The "as-in" trick is one of the oldest gambits in advertising and 
there's hardly a copywriter beyond the age of business puberty who 
has not used it at least once in his work. 

Want to advertise a fancy bonded whiskey? Let's show a picture 
of Gainsborough's "Blue Boy." Then we'll dream up some deathless 
headline like "As in fine painting, so in fine whiskey, quality counts." 

Want to promote a high-priced auto tire? Let's show Michel- 
angelo's "David," and give it a tag, "As in fine sculpture, so in fine 
tires, a masterpiece stands out." 

I've even used the "as-in" pitch for sneakers — "As in fine hor 
so in fine canvas, rubber-soled footwear, a champion pays off." 

It's the easy, obvious, lazy, tired, and essentially dishonest way of 
promoting any quality product. And lots of advertisers use it includ- 
ing, as you may have noticed, Continental Mark IV. 

The trouble with it is that it debases the work of art with which 
it tries to claim association. And, even worse from a business view- 
point, it insults the intelligence of reader, listener, and v 

I happen to believe that the Bernstein-Philharmonic series is one 
of the greatest treats of this or any other tv season. I am grateful to 
the Ford people for bringing it to us. I respect them too for making 
a fine car. And I'd gladly do anything I can to promote the sale o 
Continentals just to show my appreciation. 

But when they try to entangle me and Bach and the Ford Motor 
{Please turn to page 12) 
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KCMC -TV PROVES COMPLETE 
DOMINANCE IN 18-COUNTY AREA 



Texarkana, Texas- Arkansas —Walter 
EM. Windsor, recently reappointed 
Manager of KCMC-TV, factually 
points out the dominance of KCMC- 
trV in the Texarkana 18-county area. 

In the November ARB, KCMC-TV 
[leads all stations by 3 to 1. Here is the 
[share of audience from 
[sign-on to sign-off: 
KCMC-TV 64.8 
fetation B 22.4 
Station C 12.9 #3', 



[Advertisers can take advantage of top 
[ratings such as these: 




I've Got a Secret 


59.5 


The Texan 


59.7 


Sheriff of Cochise 


50.6 


The Millionaire 


9 


6 P.M. Local News (Mon.-Fri.) 


I 


Doug Edwards (Mon.-Fri.) 


53.0 


Zane Grey Theatre 


55.3 


To Tell the Truth 


59.9 


Name That Tune 


68.5 


Have Gun, Will Travel 


67.5 


Ed Sullivan 


54.6 


Gunsmoke 


63.7 


Playhouse 90 


50.1 




Not only is the KCMC 
TV dominance re- 
flected in the rat- 
ings, but here is 
the coverage pic- 
ture according 
toNCS #3: 



In the 18-county area 91.4% view KCMC- 
TV weekly after 6 P.M. while 86.3% view 
KCMC-TV weekly before 6 P. M. 

The advertiser needs KCMC-TV to 
sell and sell hard this prosperous half- 
billion dollar 18-county market area. 

Call Venard, Rintoul & McConnell, Inc. for 
more information. 



O KCMC-TV 

CHANNEL 6 



CHANNEL 6 

Texarkana 



vValter M. Windsor, General Manager 
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100,000 WATTS MAXIMUM POWER 

Jack Rollings, National Sales Manager 



I 



the family goes 




Vacation may mean getting awa 
from home. ..but Radio goes along 

You're traveling "right" with SPO 
RADIO in your summer media plans. 

Reach people-wherever they are 
at home or on vacation -with SPO* 
RADIO. : 



SPONSORED BY MEMBER FIRMS OF 




Avery-Knodel Inc. — John Blair 8 Company — Broadcast Time Sail 
Thomas F. Clark Co. Inc. — Harry E Cummings — Robert E Eastman 8 Co Ir 
H-R Representatives Inc. — The Katz Agency Inc. — McGavren-Quinn Compai 
The Meeker Company Inc. — Art Moore Associates Inc. — Richard O'Connel In 
Peters. Griffin, Woodward. Inc — William J. Reilly In 
Radio-TV Representatives Inc — Weed Radio Corporation — Adam Young In 



FAMOUS 
BRANDS 

©[Texas 




FOUR SIXES IN A CARD 
GAME WON A RANCH FOR 
S. B. BURNETT IN CIRCENTA 
COUNTY, TEXAS IN 1885. HE 
TOOK bkbt FOR HIS BRAND, 
AND LATER TEXAS 
CHRISTIAN UNIVERSITY 
SHARED IN THE GOOD LUCK 
THE FOUR SIXES 8ROUGHT. 

ANOTHER BRAND 
BECOMING FAMOUS 
IN THE TEXAS 
PANHANDLE . . . 




Strike while the iron is 
hot! Our brand— K-7— sells 
your brand in a rich and 
growing four state market- 
ing area. New full power, 
new full day programming, 
new ABC interconnection, 
and new management add 
, to an electrifying NEW 
rce on the High Plains. 
Get the K-7 story from the 
ill ng Company. 




Commercial commentary continued 



, as my sons used to say, to 



; advertising eopywritei 
s wants and ean afforl 



vith a snieker as a kind < 
1 elimber who is looking for some sort o\ 
other sociological claptrap. Not , 



Co. in a mesh of "as-inishness" I'd 1 
"push them in the mush." 

And when, following a glorious, spine-tingling Philharmonic ren- 
dition of Gershwin's "Rhapsody in Blue," they try to beguile me 
with the testimonial of some rieh little socialite whose intellectual 
and emotional gamut seems to range from A to approximately B, 
1 want, as Dorothy Parker onee put it, to go away and "frow up." 

Snobs and snickers 

One reason, of course, is that tv, more than any other medium, 
puts a pitiless spotlight on the phony, the spurious and the insineere. 

In magazine advertising you can get away with the most out- 
rageous amount of snob talk and snob thinking, simply because the 
words and pictures have so little impact. But with tv the conditions 
are entirely different. Tv emphasizes every false overtone; it magni- 
fies and mocks all windy pretentious airs. 

The fact is, the old misbegotten snob-selling techniques of yester-| 
day are not good enough for tv. But so far most advertising menj 
who are trying to promote high priced high quality products (like 
the Continental) seem not to have found mueh to take their place. 

The problem, I suspect, is more philosophic than technical. 

It stems in part from the fact that it is easier for a cainel to pass 
through a needle's eye than for the av 
to be wholly sympathetic with the rich n 
a Continental. 

He tends to think of the prospeet i 
remote, overstuffed s 
"status symbol" 

likable human being, with a being natural understandable desire to 
own a fine car. And this, of eourse, is where all selling — even quality 
selling— should start. 

Selling on tv specials 

During 1959, and especially beginning next fall, we're going to 
see a lot more of those big hour or hour-and-a-half, "special" pro 
grams on the tv networks. 

In most cases, the advertisers who sponsor them will be seekin 
to build an impression of prestige and quality for their products 

I suggest that one of the great, unexplored frontiers for tv eommer 
cials lies in the selling that is done on such shows. 

Some advertisers, notably Hallmark and Du Pont, have coine ( 
long way. Hallmark, in particular, does an outstanding quality jol 
even though 1 feel (as I'm sure you do) that some of those cards a 
pretty dreadful. But most of the others, and this ineludes the bull 
of the automotive accounts as well as Continental, are still flounde 
ing and pretentiously self-conscious. 

The} 're spending tons of money on commercial production, bu 
watching thein, 1 get the impression they're more eoneerued witl 
tricks and gadgets, settings and elaborate musieal scores, than wit 
the much harder job of believable salesmanship. 

Everything is either very gaga and breathless and beat, 
all choked up with those pompous old advertising cliches about "fine 
living" and a "discriminating clientele." 

Believe me. I'd love to own a Continental Mark IV. But I'd hat 
to think I'm the kind of gu\ that their copywriters apparently believ 
is their market. 
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96% rgpewals to date! ^ 
lost renewed adventure series 
gallops into % . ' 




Market Rating* Market 

Miami 34.3 Denver 

Kew Orleans 28.7 Duluth-Superic 



way out front in the ratings race! 



Rating* Market Ratini 

29.0 Milwaukee 29.i 

34.9 Mobile 34.. 

Pittsburgh 42.2 El Paso 35.1 Montgomery 32.: 

st. Louis 31.9 Fort Wayne 26.3 Oklahoma City 31„ 

[Albuquerque 35.4 Harrisburg 28.5 Portland, Me 28.. 

Bakersfield 35.1 Hannibal-Quincy 47.3 Rockford 43.1 

Beaumont-Pt. Arthur 45.9 Jacksonville 38.1 Sacramento 36.i 

Pto«ii:::::::::::::::: £ ES^":::::::::::::::::::::::::: SS NATIONAL AVERAGE ATM 

"olumbia, S.C 35.7 Memphis 40.8 share of audience tIiW' 1 

STATE TROOPER 



STARRING ROD CAMERON 

mca tv 



half hours now available ! 



produced by 



□ era 



FILM SYNDICATION 

productions America's No. 1 Distributor of TV Film Programs 

598 Madison Avenue, New York 22, PLaza 9-7500 



\1/ 



Lancaster 
Harrisburg 
York 

is ONE TV market 

when you use 



WGAL-TV 




AMERICA'S lOth TV MARKET 




Representative: The MEEKER Company 



O 3HE .A. 1ST 2ST E T__. S 

1ST BO and CBS 

In addition to being the first 
choice of viewers in these three 
important markets, WGAL-TV 
is the television station for 
Gettysburg, Hanover, Lebanon, 
Cham bersbu rg, Lewistown, 
Carlisle, Shamokin, Waynesboro, 
and many other communities. 

STEINMAN STATION • Clair McCollough, Pres. 



ork • Chicago • Los Angeles • San Francisco 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 
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Don't look for much relaxing of the tough poll among advertisers for the re- 
mainder of this year. 

Sales and profits are going up, hut before you come to the conclusion that this augurs 
a let-up on competitive pressure of the sharpest kind rememher this: 

The economy i9 far from hack on the old highway. Though there's been a strong 
recovery from the 1957-58 drop, there's still uncertainty in some key sectors — automotives, 
for example. 

Hence you can expect the durable goods advertisers to continue to harness, or key, ad 
expenditures to campaigns of a special merchandising nature — strongly designed 
for field-staff incentive and dealer pepping-up. 

In other words, this important type of sponsor is a long way from getting back on the 
old track of advertising just to bedazzle the consumer. 



Minnesota Mining & Manufacturing, the big tape outfit, is driving home its stake 
in that field thus: 

The kid-appeal shows it will use in seven markets for an undisclosed prod- 
uct will he on tape — and nothing else. 

The quest, via BBDO Minneapolis, is for Saturday morning half-hours for a minimum 
of 13 weeks starting 14 March. Obviously stations that can't handle tape are out. 



P&G has extended something new in network affiliate privileges while it con- 
ducts a test campaign on Tide copy: 

Seven stations that have been temporarily dropped from the list carrying P&G's 
share of Edge of Night are permitted to sell spots to local advertisers. 

Although P&G has waived compensation for the program, CBS TV is asking these 
seven stations to pay 7^% of the network Class C quarter-hour rate as the net- 
work's share of the sales made locally. 

The P&G test has several prongs. Its primary objective is to find out — if possible — 
what happens when a whole budget is concentrated in a single medium. In some 
of the dropped Edge-of-Night markets print will he used exclusively; in others Tide will 
be given night-tv exposure only. In still others, there'll be a temporary elimination of night- 
time tv commercials to measure the impact of daytime tv. 



The SRA estimates that national spot radio in 1958 grossed S166.367,000, 
which is 1.9% less than the gross for 1957. 

Final adjusted estimate for each 1958 quarter: Jan.-Mar., S41.963.000: April-June, $41.- 
671,000; July-Sept., $38,171,000; Oct.-Dec, $44,562,000. (Final 1957 quarter, S48.456,000. ) 

It will be recalled that the SRA estimate for '57 a vear ago turned out to be S14.4 million 
more than the national spot total for '57 later released by the FCC. 

As for what network radio grossed in 1958, there is this estimate composed hy NRC 
corporate planning: S53 million, as compared to S48 million for 1957. 

The same source breaks down the 1958 estimate hy network thuswise: CRS Radio. S21 
million; NRC Radio, $19 million; ARC Radio and Mutual, S13 million. 
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SPONSOR-SCOPE continued 



Donahue & Coc will start taking inventory next week of Wayne King's e.t.'g 
for Lady Esther Cream in six test markets. 

If the sales results prove that the band leader has strong revival value in radio, Chem- 
way (which now owns the Lady Esther brand) will move into a flock of other 
markets. 

Should King again go nationwide, he'll make radio history for the second time. Back in 
the '30s, ho took Lady Esther out of obscurity and made it a top seller among cosmetics. 

The six markets in which his e.t.'s (five quarter-hours and 10 five-minutes per week) are 
now running: Indianapolis, Peoria, Oklahoma City, Portland, Ore, Richmond, Va., 
and Buffalo. 

(For more background on this test, see 31 May 1958 SPONSOR-SCOPE.) 

The cost of handling spot business remains a disturbing problem for agencies: 
Noted a media director, who has just had a huge year-end bundle tossed into his lap: 
"The normal process would be to put all of it into spot; but because of the pro- 
hibitive cost in servicing and paperwork, we're thinking of allocating a goodly portion 
of the money to some quick networks buys." 

For the sellers of spot tv, Compton has become something more than the source of 
a possible million dollars in Gleem placement: Tt also has a huge chunk of money for dis- 
bursement in behalf of Crisco. 

All this extra budget has to be used up before the expiration of the current fiscal 
year ending 30 June. 

Spot will get the first crack at that Gleem money. If the desirable schedules aren't fully 
available in that quarter, the residue will go to special network buys. 

Grey told SPONSOR-SCOPE this week that the 30-second spots it's buying for P&G 
Big Top Peanut Butter in four markets shoiddn't be classified as testing. 

It just happens, says the agency, that (1) Big Top has some 30-second commercials 
available from its network connections, and (2) the four spot markets aren't being hit hard 
enough via network participation. 

Trade impression has been that Big Top was trying out the 30-second spots because 20 
seconds didn't suffice to get over its story; also it was supposed that the agency had run up 
against a shortage of minutes. 

Station managements might as well know that the rep has strong allies among 
media buyers in the current controversy ove r making the local rate available to national 
advertisers. 

The media director of one of the top spot-buying agencies told SPONSOR-SCOPE this 
week: "It's to our working advantage to keep on good terms with the rep. Regard- 
less of what the station may think in its desperation to get a piece of business, we look upon 
him as an important tool of our operation. When a station bypasses us both with the 
local rate as bait, we're both obviously embarrassed, but it doesn't affect the relationship 
in the least." 

(See pages 40 and 90 for a pertinent exposition of the multiple rate problem.) 

Reps aren't going to let their spirits droop during the coming NAB convention 

( 16-19 March) in Chicago just because the association won't treat 'em as bona fide members 
of the family. 

They're taking suites in hotels as far away from the Hilton (the convention site) as 
they can get so that they can entertain their own stations. Most of the reps probably will 
be quartered in Chicago's new Executive House on Wacker Drive. 
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SPONSOR-SCOPE continued 



For NBC TV, co-op continues to ho a very p 
The network takes in §50,000 ;i month from 

evening news to local advertisers by affiliates (the c<> 

work quarter -hour). 

All told, co-oped programs bring the network aim 



its share of the early 
! 1% of the Class A nct- 



Adinen with home-applianre-tape accounts -will lie | 
analysis that Nielsen lias just made for NBC TV in eon 
time <|iiarter-honrs a week that Frigidairc has hem sponso 

It tends to suggest that daytime tv achieves its highest r; 
eonsisting of 1) younger women, and 2) bigger units. 

The study — covering four weeks in November 1958 showed an accumulated i 
41.1% of all tv homes. 

Among all U.S. homes in the categories listed below, the percentage rearhed hy Frig- 
idairo turned out thus: 



iciilnrly interested in an 
lion with the three clay- 
on that network, 
of penetration in families 

>ch of 



ACE OF TTOUSEWIFF. 

16-34 
35-39 
50 & over 



V SIZE 



1-2 



fES REACHED 

47.8% 
44.4% 
40.9% 

Economic note: Frigidaire is getting eight 
these, three qnarter-honrs as it did for the < 
sponsored an alternate lialf-honr nighttime show last season. At night it got three com- 
mercial minutes every two weeks, whereas its present davtime participation adds up to 24 
minutes of commercial time over a two-week span. 



HOMES REACHED 
.37.0% 

I. 39.5% 
r more 49.2% 
much eommereial time out of 
ley ($2.5 million a year) when it 



The packaged detergents — like Tide, Bine Cheer and Surf — are beginning to 
show signs of cutting in on the sales of the special washer hrands that have empha- 
sized their low-suds virtues. 

The reason: Washing machine manufacturers have shifted to top loading, which tends 
to eliminate the housewife's fear of overfoaming. 



The 15-minute serial (soap opera, for short) is still tops in davtime tv popn- 
larity. 

In other words, it's about as solid a commodity as it was in radio's heyday. 

Here's a hreakdown of andienee composition for weekday adult daytime pro- 
gram types (based on Nielsen 9-22 November and 7-20 December 1958 periods and projected 
to millions of homes per average minute of viewing) : 



PROGRAM TYPE 


LENGTH 


HOMES 


MEN 


WOMEN 
T.1 milli 


TEENS 


CHILDREN TOTAL 


Adult Serial 


15min? 


3.1 


.7 


3.2 


.3 


1.1 5.3 


Ouiz-Aiid. Partir 


15 mins 


2.2 


.5 


1.9 


.3 


.8 3.5 


Other Adult 


15mins 


2.0 


.5 


1.7 


.4 


1.0 .3.6 


Other Adult' 


30 mins 


2.6 


.8 


2.5 


.2 


.6 2.6 


'Includes serials 


of half-honr 


dimensions. 











hi the area of children's daytime programing, westerns are getting a stiff com- 
petitive run from cartoons and other types of programs, thus: 



Western 


30 mins. 


4.1 


2.2 


2.4 


1.5 4.0 10.1 


Other Programs 


15 mins. 


3.2 


.5 


1.1 


.7 4.3 6.6 


Other Programs 


30 mins 


4.7 


.7 


1.4 


1.3 6.6 10.0 


(For similar breakd 


>wn for ( 




m types, 


ee 21 


Feb. SPONSOR-SCOPE.) 
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SPONSOR-SCOPE continued 



There are agency thinkers at the planning level who feel that tv could do itself a lot of 
good if it engaged an objective authority to explain its policies and philosophies 
to advertisers in management terms. 

The suggestion is advanced on this premise: To advertisers — especially in the durable 
goods field — tv's thinking and ways of doing business differ greatly from these manu- 
facturers' experience in buying other things. And the explanations they often get from 
their agencies sometimes are misunderstood — hence suspect. 

A way out of this might be to bring in an outstanding management consultant firm whose 
function it would be to sift all facets of tv selling, the basic factors behind them, and to 
put the whole picture into management focus. 



John J. (Jack) Louis, who died last week at his retirement base in Arizona, was 
truly one of the pioneer radio showmen that came out of the agency world. 

As air media chief of Needham, Louis & Brorby, he showed an exceptional flair for 
almost every type of programing. His closest association was with the development of 
Fibber McGce & Molly into a top-rating and long-lived program, but he also built a stand- 
out record in variety and musical fare. 

Like the auto makers, the detergent people have their dream-type product. 

They envision it as a liquid — canned, of course — which will have both spray and 
measurement attachments and can be used to clean clothes, wash dishes, and tidy up 
walls, window panes, and whatnot. 

Don't be surprised if one of these days, you hear that a soap giant is experiment- 
ing with this answer to the cluttered closet. 

There's an interesting counterpart to Look publisher Vernon Myers' estimate 
that the magazine field last year got $500 million from newsstand and subscription sales: 
Tv viewers spent even more than that on electric juice alone. 

Here's the arithmetic: (1) According to Nielsen, the average set was tuned in five 
hours a day last year; (2) the monthly cost of current, figured at the national average rate, 
would be at least $1; (3) multiply 43 million tv sets by $12 a year for electric current 
and you get $516 million. 



Just about every product has its own, special list of top markets — determined by 
the character of the merchandise, manufacturers' objectives, etc. 

Here's the way an agency top-heavy in drugs and air media ranks them: 

23. New Orleans 



1. New York 

2. Chicago 

3. Los Angeles 

4. Philadelphia 

5. Detroit 

6. San Francisco 

7. Boston 

8. Baltimore- 

Washington 



9. Seattle 

10. Cincinnati 

11. Cleveland 

12. Dallas- 

Fort Worth 

13. Pittsburgh 

14. Houston- 

San Antonio 

1 5. Kansas City 



16. Indianapolis 

17. Minneapolis- 

St. Paul 

18. Atlanta 

19. Charleston- 

Huntington 

20. St. Louis 

21. Hartford 

22. Columbus 



24. Grand Rapid; 

25. Rochester- 

Syracuse 

26. Birmingham 

27. Denver 

28. Miami 

29. Raleigh 

30. Oklahor 



City 



(For a sample ranking by an agency heavy in groceries, see 20 Dec, page 14.) 



For other news coverage in this issue, see Newsmaker of the Week, page 4; 
Spot Buys, page 50; News and Idea Wrap-Up, page 58; Washington Week, page 71; SPONSOR 
Hears, page 74; Tv and Radio Newsmakers, page 88; and Film-Scope, page 72. 
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Imagine 11 retail centers tied 

to Indianapolis — all 
covered mainly by WFBM-TV! 



• Maybe you just don't know the half of it! When 
satellite markets total 33% richer and 50% bigger than 
your present idea of Indianapolis sales . . . that's enlarg- 
ing your sales opportunities with a capital $. 

Here, too, it only takes one television station to guar- 
antee major coverage in 50 Mid-Indiana counties. Why 
is it WFBM-TV ? Simply because it is the only NBC 
basic affiliate. Nielsen Coverage Study No. 3 supports 
these facts. 

where else does a central market exert such an 
economic pull on so many specific areas that are retail 
trading centers in their own right ? 

. . . and where can you buy just one station with no 
overlapping penetration by basic affiliates of the 
same network ? 

Only here — WFBM-TV dominates Mid-Indiana 
in total coverage and market penetration . . . and we're 
proud of our current ARB. Call for the facts. Let us show 
you how to test regional marketing ideas with amazing 

The Nation's 13th Television Market 

...with the only basic NBC coverage 
of 760,000 TV set owning families. 



°°oW-°° Indianapolis itself Major retail 

area for 18 richer-than-average counties. 1,000,000 pop- 
ulation— 350,600 families with 90% television ownership! 

11 Satellites — Each a recognized 

marketing area— 'and well within WFBM-TV's basic 
area of influence. Includes Marion • Anderson • 
Muncie • Bloomington • Vincennes • Terre Haute 

• Danville, Illinois • Lafayette • Peru • Logansport 

• Kokomo. 

Represented Nationally by the KATZ Agency 
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dollars! 



Food and drug sales in Storer markets 
totaled eight billion dollars*— 
a substantial share of which was sold thrc 
the impact of radio and television 
stations owned and operated by the 
Storer Broadcasting Company. 
"SOLD ON A STORER STATION" 
is more than a slogan ... it is a reality. 

7 billion food, 1 billion drugs 
as reported by 1957 Sales Management 
"Suri'ey of Buying Power." 



1^1 ©torei* 

WGBS WAGA WWVA WIBG WSPD WJW WJBK 

Miami Atlanta Wheeling Philadelphia Toledo Cleveland Deiroit 

WAGA-TV WSPD-TV WJW-TV WJBK-TV WITI-TV 

Atlanta Toledo Cleveland Detroit Milwaukee 

National Sales Offices: 625 Madison Ave.. New York 22, PLaza 1-3940 
230 N. Michigan Ave.. Chicago 1. KKanklin 2-6498 



Broaxlca^tirxcj Cbxixpajix^ 
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TAILOR MADE 
FOR NATIONAL 
TELEVISION 
ADVERTISERS! 



CKLW-TV is the one Detroit Area television station 
"ready made" for the national Spot Advertiser who cannot be 
troubled by network clearances and who needs prime time 
for his message. This, coupled with more impressions, more total 
homes, more rating points for the advertiser's dollar 
makes channel 9 the most efficient and economical 
buy in the nation's fifth market. 




CKLW-TV 



I ■ 325,000 
* WATTS 



GUARDIAN BLDG. DETROIT 26, MICH. 
Young Television Corp., Notional Reprei 



49th an 
Madisor 



500 Million Dollar Plan 

Have just finished reading 24 Janu- ; 



i par 



of o 



tion would like to extend most hearty 
congratulations to you and your asso- 
ciates on article entitled "sponsor's 
500 Million Dollar Plan for Spot 
Radio." In talking with John Heverly 
this morning we both agree your 
organization is performing a tremen- 
dous service for the entire industry. 
By mail am sending you a lis 



stations and 
scribers plea 
subscription 



if they are not s 

e automatically start ■ 

ncluding this week'lT 

Art Moore 

Art Moore & Assoc, \ 

Seattle 



For no particular reason, I want to j 
tell you that — in one man's humble I 
opinion — SPONSOR surpasses itself 
just about every week. 

Perhaps your current Spot Radio 
campaign — with which I can't com-] 
pletely agree — has triggered my re 
action but it does seem that youV 
been steadily improving in interest 
and importance ever since you went 

Keep up the great work! Our 
dustry needs you. 

Jack Keiner 

station mgr., KFMB \ 

San Diego 

We have been following the articles 
on sponsor's $500 Million Plan for 
Spot Radio with a great deal of in- 
terest and appreciate the time and ef- 
fort your staff has spent in this com- 
prehensive look at this great selling 

In the article of February 7, how- 
ever, we feel that there is an area 
which needs further clarification, if 
not defense. This is your paragraph 
about "too much paper work" where- 
( Please turn to page 24) 
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The works of a master sculptor re- 
quire no inscription to be recognized 
by the trained eye. 

Similarly, that "quality touch" which 
sets apart great radio and television 
stations is just as quickly identifiable 
by those who know and value its im- 
portance in any successful campaign. 




radio & television 



BROADCAST SERVICES OF THE DALLAS MORNING NEWS ■ EDWARD PETRY 4 COMPANY, NATIONAL REPRESENTATIVES 
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49th^&« MADISON 

{Cont'd from. p«ge 22) 

in you report that "radio station men 
fail to realize that a spot radio cam- 
paign ... is the most complex, time- 
consuming . . . and costly media op- 
eration with which any advertising 
agency has to deal." Your article 
goes on to amplify that it is resented I 
"there is needless detail and paper 
work connected with spot . . . much j 
of which could be eliminated by sta- 
tion managements" and that owners 
and reps should apply themselves to 
the "problems of simplifying the pa- 
per work in his own radio spot op- 
eration." 

We ask: "What paper work have 
we as a group invented to complicate 
this proposition?" Here at WBNS 
we require no vast amount of formal 
writing to firm up an order. In fact, ', 
if a timebuyer for our representative, 
John Blair) calls on the telephone 
this afternoon with a schedule to start 
within the next 30 days, I can assure 
him that he will have a firm and com- 
plete schedule on spots and an exact 
price breakdown within a very few 
minutes. 

As to the necessary paper to con- i 
summate this order, we feel it is seol 
ondary to the placement of the sched- 
ule. If the agency believes a contract I 
or formal order is necessary, this can j 
be handled at their convenience, be 
it one month or one year from the 
date of the first spot. 

We agree with SPONSOR that Spot 
Radio buying should he simplified 
(if it is complex now). However, wej 
cannot conceive of any more simple 
arrangement than that which we have 
outlined above, and which we have 
available right now — and have had in 
• the long, long past. 

W. 1. Orr 

sis. mgr., WBNS 

Columbus, Ohio 

Right account, wrong city 

We detect a slight error on page 29 
in your January 31st issue. You have 
Campbell-Mithun listed as located irtl 
Milwaukee for service on our good 
client, Theo. Hamm Brewing Co. It 
should be Minneapolis. 

C. E. Anderson, media research 

Campbell-Mithun, Inc. 

Minneapolis 
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early or late... 
Western New Yorkers 
keep their date 



with 



WBE 





NEWS 
WEATHER 



the highest rated service programs on Buffalo television 

Whether it is the 6:27 pm - 6:45 pm time period or the 1 1 :00 - 1 1 :30 pm 
slot, WBEN-TV NEWS . . . WEATHER . . . SPORTS consistently gets the largest 
share of audience in Western New York, month after month. 

Western New Yorkers are weather-conscious, news-interested and sports- 
minded. And WBEN-TV is too ! Top talent is assigned to present these features 
backed by crack reporters, seasoned news-staffers and experienced motion picture 
camera crews. 

The results are: locally produced shows of high caliber to attract loyal and 
large audiences. 

If you have a sales message to say to the more than 2,000,000 consumers in 
the WBEN-TV coverage area and are cost-conscious, sales-interested and profit 
minded, check into the availability of participation or sponsorship of these 
popular service features. 



Weather 
News — Sports 
HEADLINES 



EARLY 

6:2Y p 
:30-6:4.5 p 



LATE 

11:00-' 



HARRINGTON, RIGHTER o 



WBEN-TV 

CBS IN BUFFALO 



r dollars count for 
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SuMMA 

Cum Laude 

'now.. 

TO THE HEAD OF THE 
CLASS STATIONS.. 

WORL 

with 

★ JOHN BASSETT 

★ BILL GIVENS 
B O S T O N'S 

TOP AIR SALESMEN 



WORL has an adult audience. 
Statistics show that adult women 
spend 80% of the consumer dol- 
lar and influence up to 91% of 
the buying. 

WORLS 

Average: 88% adults 
Pulse, daytime hours 
THEREFORE YOUR BEST BUY 



Timebuyers 
at work 



Wallace H. Lancton, Product Services, Inc., New York, account 
media supervisor, notes some of the problems in buying for Sler 
derella. "The target of our broadcast campaigns is the middle to 
upper middle-elass woman between the ages of 30 and 50," Wall) 
says. "Audience composition studies usually reveal no elues as to 
this group, so we must combine 
knowledge of time segments, pro- 
graming, our service and custom- 
ers with broadcast experimentation. 
This way. we have gone into many 
new areas of programing, and the 
results have been excellent." As 
one example. Wally points out that 
the agency purchased news pro- 
grams, reasoning that women in 
suitable age and financial groups 
would be, per se. more intelligent 
and interested in the news. The 
agency was right and the new pro< 
one of Slenderella's most effective 
customers. "This proves," Wally says, 
study of all facets of your buy — from the nature 
product itself to the programing — and the willingne 




ring phone-ins and 
"the importance of careful 
of the service or 
3 take risks." 



Ed Gallagher, Albert Woodley Co., New York, points to several 
studies recently made comparing newspaper and broadcast circula- 
tion. "In these studies, " Ed sa)'s. "broadcast's margin was interest- 
ing to note. One study (Gold Coast stations) in a seven-county area 
in Southern California showed tv Station #1 and tv Station #2. its 
satellite, with a combined total cir- 
culation of 188,696 (ARB, A-Z 
Coverage Report, January, 19581 
compared to a total combined cir- 
culation of 138,376 for the 12 
dailies in the same area. That's 
50.320. or 36/f more circulation 
for the stations." In terms of ac- 
tual audience. Ed says, the stations 
also showed a margin. A one- 
quarter page in all 12 newspapers 
had an audience of 47,047 based 
on the ANPA study reporting 
ad this size as 31^. "According to the 
Ed says, "the rating for a minute AA 
Station #1 was 40.5 and on Station #2 was 32.9, 
- a combined audience of 74,131. In other words, the stations coin-F 
ned had 57% more actual audience than the 12 dailies combined." I 




readership by 
ARB metropolitan report. 
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It's Bright! 

It's Lively! 

It's All New! 



« c 



o 




Listen for it! 



?? 0"makes it Official 

He's spreading the word. 
The NEW KHJ 

Is soon to be heard ! 

Beginning March 16th, 
a new sound will be coming 
from the 
93 spot on the radio dial 
in hundreds of thousands of 
Greater Los Angeles homes. 

It's the bright, lively, 
new, animated 
Foreground Sound of Radio 93 
KHJ-Don Lee... 

more 

appealingly vital, 
more 

attention compelling 
than ever before. 
It's the newest, 
most modern way to 
tell your story to the 
adult market. 
It's radio in motion . . . Radio 93 
KHJ-Don Lee 
and it's coming March 16th. 



KHJI^ 

radio raj wF 

LOS ANGELES 
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Many Happy Returns! 

(from ARB, Nielsen and Pulse) 

All three rating services agree: it's been a 
terrific first year for KMOX-TV as a CBS 
Owned station. Month after month, returns 
from ARB, Nielsen and Pulse show that 
Channel 4 is St. Louis' favorite station. 
Just look at the latest ARB, for example. 
KMOX-TV's share of audience (up 29 ( "v 
in a single year) is now 31'"< greater than 
the second station's and 86' < greater than 
the third station's. In addition, KMOX-TV 
rings up more quarter-hour wins . . . more 
top-rated station breaks . . . more station 
breaks with a 20-or-over rating than the 
other stations combi ned. And KMOX-TV 
has 7 of the top 7 multi-weekly shows (local 
and network) ... 6 of the top 10 network 
shows . . . and all of the top 5 local shows 
seen in the St. Louis area. 
Help yourself to a man-sized slice of the 
rich St. Louis market on TrTijr /vat mtr 

ensoul MUa-IV 



mcl 4. St. Louis • Repn'se 
CBS Telcvisioi 
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THE HOUSE THAT LEO BUILT 



CHICAGO. ILL. 

I he biggest bomb in the history of midwest advertising ex- 
ploded last December on the 15th floor of Chicago's gleaming 
Prudential Building. 

From the streamlined executive offices of the 23-year-old 
Leo Burnett Co. came the word. '"We've passed the $100 million 
mark in billings for the year." 

By any advertising standards, including those of the Madi- 
son Ave. giants, it was a tremendous achievement. Only seven 
other agencies, none of them Chicago-based, had ever hit the 
charmed SI 00 million circle. And Leo Burnett had done it in 
a way that had earned the respect and admiration of profes- 
sional advertising men everywhere. 

With 820 people (732 in Chicago) and 2-1 blue-chip accounts 
including such outstanding advertisers as Kellogg. Philip Morris. 
Chrysler and several P&G Brands, the Burnett Co. had climaxed 
a 10-year drive that had seen its air media billings alone increase 
by more than l,000 f /( (from $4.8 million in 1919 to S57.1 
million in 1958). 

Yet, in many ways, it is still one of the least known of the 
top-ranking agencies. Shy. publicity-shunning Leo Burnett is 
an almost legendary figure, even in Chicago advertising circles. 
Few serious studies have ever explained the secrets of his 
success or his agency's phenomenal rise. 

To dig out these secrets. si'O.vsoii recently conducted a four 
week, in-depth study of the Burnett organization, culminating 
with a two-hour personal interview with Leo Burnett, himself. 
We are proud to present our findings in this two-part profile. 



A 2-PART PROFILE 
OF A GREAT AGENCY 

Pan I — The Burnett Character 
— The personality and principles 
of Michigan-bom Leo Ihirnett 
who once wanted to he a reporter 
on the New York World, hnt gave 
np his dreams of "Bagdad on 
the Subway" to create, in his 
own Midwest, one of America's 
most outstanding agencies. I por- 
trait of the man and his beliefs 
about the advertising business. 



p arl II — The Burnett Organiza- 
tion — A study of the operating 
procedures and people which this 
unique agency has developed 
daring its dramatic growth, uitli 
special emphasis on how Burnett 
is organized to handle more than 
$1.000. 000 weekly in tv business 
alone. Also on explanation of the 
Burnett Marketing Services Dir. 
which combines media, market- 
ing and research departments. 
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PART I: THE BURNETT CHARACTER 



if hen we started, says Leo 
Burnett, his eyes twinkling behind his 
bifocals, "we wanted to build a kind 
of Chicago Young & Rubicam." 

Perhaps only a student of adver- 
tising history will recognize how re- 
vealing a remark that was. 

Burnett was reminiscing two weeks 
ago in his own handsome but simply 
furnished office on the east side of 
Chicago's Prudential Building. 

Around and below him. five and a 
half floors of Burnett Co. employees 
were humming and buzzing with all 
the complex activities of a great mod- 
ern agency which, by February 1959. 
had achieved a unique and distinc- 
tive personality of its own. It resem- 
bles no other shop. 

But the reference to Y&R's influ- 
ence on his early thinking tells you a 
great deal about the man. 

Leo Burnett hung out his shingle 
on 5 August, 1935. At that time Chi- 
cago advertising was in the doldrums, 
and few Chicago agencies had na- 



tional stature. Needham, Louis & 
Brorby, founded six years before, was 
not yet well known. The old Lord & 
Thomas agency obviously missed the 
genius of Claude Hopkins. Glenn 
Sample and Hill Blackett had found 
a formula (coupons, premiums and 
daytime radio) which seemed to 
work. But. says Burnett, "We decided 
that wasn't for us." 

Meanwhile, however, back in New 
York the 12-year-old firm at 285 
Madison was easily the most exciting 
agency in the advertising business. 
Y&R, itself a spiritual descendant of 
N. W. Aver, was zooming ahead on 
the strength of its reputation for 
bright copy, beautiful and dramatic 
artwork, and a young fresh, and 
wholly professional approach to the 
challenging new medium of radio. 

When Michigan-born Leo Burnett 
opened his small, cramped offices in 
the London Guaranty Building in 
Chicago (he once considered starting 
in New York) he picked the hest 



agency examples he knew to emulated 

This drive toward quality is wholly] 
characteristic. Burnett's most often 
quoted remark, and one which has 
given hirth to his agency's emblem' 
(see preceding page) is "Reach for 
the stars. Even if you don't catch 
one, you won't come up with a 
handful of mud either." 

But amhition alone, even ambition 
toward the stars, cannot really ex- 
plain the Burnett success. You must 
look for other clues. 

You'll find one perhaps in the fa- 
mous Burnett apples. On every Bur- 
nett reception room desk (six in Chi- 
cago, one each in New York, Holly- 
wood, Detroit and Toronto) there's 
a howl of bright red Washington 
State apples. 

Last year the Burnett Co. gave 
away 110,000 of these apples to visi- 
tors and employees. ("They eat the 
hell out of them," says Burnett.) ' 

The apples date back to the lean, 
depression-ridden days of 1935 when 



'2 
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Burnett and seven associates couldn't 
afford expensiv e decorations for their 
ding)' offices at 360 N. Michigan. 

"But we liked people. We wanted 
to make friends. And. because there 
was a broad streak of midwestein 
hospitality in the hearts of the found- 
ers, we wanted a personal trade-mark 
too." 

Ever since then Burnett's "red. 
ripe, round, firm, fragrant, apples"' 
have been an agency fixture. They 
make a bright splash of vivid color 
against the cool, clean, beautifully 
modern office decorations. And this 
combination of up-to-the-minute mod- 
ernity, and warm, friendly, natural 
charm, is another Burnett character- 
istic. 

Put down hard work as an even 
more important ingredient of the 
Burnett story. Three years ago, 
shaking before a 4A Convention. 
Burnett outlined his philosophy as 
"Steep yourself in your subject, work 
•like hell and love, honor and obey 
your hunches." 

Burnett's capacity for endless labor 
is the subject of awed advertising 
comment around Chicago. It is ru- 



mored that he "takes Christinas 
mornings off" but there are man) 
who doubt even that. And this utter 
disregard of nights, weekends, and 
holidays extends from the chairman 
of the' board down through to all 
other members of his staff. 

"In some ways, it's nothing but a 
sweatshop," muttered an account ex- 
ecutive at a competing Chicago 
agency. But here is what a Burnett 
timebujer told SPONSOR: 

"We work hard and long hours, of 
course. But somehow there's a dif- 
ference. A few weeks ago, 1 had to 
go into the office on Saturday. When 
1 signed in. Mr. Burnett had already 
signed in ahead of me. lie had not 
signed out when 1 left. Sunday I 
went back, and there was his name 
again, right at the top of the list. 
When I went down stairs to lunch, he 
was sitting on a stool at the counter, 
just like all the rest of us. You don't 
mind it so much, when you know the 
boss is working that waj too." 

Undoubtedly, much of Burnett's 
drive toward incessant labor lies in 
what he calls "constructive dissatis- 
faction.'" He believes in "keeping at 



a job. doing it over and over again, 
if necessary until it feels right." 

But uu even more significant rea- 
son is his attitude toward advertis- 
ing. "Onh Leo can say what his 
dreams arc," Draper Daniels, execu- 
tive \.p. for creative services, wrote 
to sponsor, "but am one who has 
ever worked with him knows he loves 
this business." 

Burnett himself is the first to admit 
it. "There arc some agency heads 
we both know,'' he told u> with a 
grin, "who hate ads and halt clients. 
But 1 don't. 1 love the whole works." 

His affection for advertising in- 
cludes a passionate and inquisitive in- 
terest, unusual in an\ adman let alone 
the head of a great agency, in every 
phase of the business. 

In the course of a two-hour talk 
with sponsor he mentioned dozen* of 
names, trends and incidents including 
T. F. MacManus, James Young. Niel- 
sen reports, brainstorming, Holly- 
wood producers, Vance Packard 
(with whom he refused to debate), a 
recent trade-paper profile of David 
Opilvy, Julian Walkin's "100 Best 
Advertisements." Chicago as a cen- 
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ter of advertising design, the new 
'symbolic techniques' in foreign tv 
commercials, the tendency of some 
"apparently self-respecting admen to 
write books that debase the business," 



and the tesli 


monial award "iven b 
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t ^execu tl ve^Bob'* Brown 


admiringly 1 


he gets into everything." 


Yet it wou 


d be a mistake to think 


of him as a 


dynamic, supercharged 


executive wh 


5 flashes through his 01- 


ganization. 
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Outwardly 


Leo Burnett is short. 


sin. gentle, a 


most self-effacing. It is 


not true, as 


one awed, but puzzled, 


competitor h 


as said that he "looks 



like somebody's janitor.'" But it is 
true that you might easily miss him 
in a crowd. 

lie moves about the striking mod- 
ern Burnett offices as quietly atid un- 
obtrusively as the humblest of hired 
help. Even his own people don't al- 
ways recognize him. 

'"You," demanded a haughty recep- 
tionist recently. "What's your name 
and where are you going?" 

Burnett executives, when they go 
from one to another of the six Bur- 
nett floors in the Prudential Building, 
are expected to check out at the re- 




ception desk — "Heath to 14, Greeley 
to 12. Schaff to 10, etc." But the boss 
had forgotten. 

"My name's Burnett," he said 
meekly. "I'm going to 15." 

Only a faint twinkle betrayed his 
amusement. For such incidents arc 
part and parcel to the Burnett oper- 
ating philosophy. 

He says, "When the stuffing in any- 
one's shirt begins to show around 
here, we try to pull it out so that he 
can see it and laugh at it too. We 
not only permit people to let off 
steam; we encourage it, and nobody, 
including the man whose name is on 
the door, is permitted to pull rank in 
a stuffy way." 

As proof of this likable, but all too 
rare, management outlook, he cites 
this incident on himself. "I remem- 
ber once where I had been com- 
pletely devastating and a little ex- 
treme in criticizing every phase of a 
campaign submitted to the plans 
board. When I had finished my dia- 
tribe, a quiet voice asked, "And out- 
side of that, Mrs. Lincoln, how did 
you enjoy the play?" I am afraid I 
would have liked to have kept from 
joining the laugh that followed but I 
couldn't." 

This insistence on a spirit of fun 
in his agency is a cornerstone of Bur- 
nett's theories of advertising crea- 
tivity. "Ideas flourish best in a shop 
that has it," he says. "When we pro- 
duce ads or commercials — even when 
we produce weighty documents — we 
are never quite happy unless we be- 
lieve they are fun to read, to look at, 
or to listen to." 

Over the years the Burnett Co. has 
built a sizable reputation for its crea- 
tive output. In tv and radio Burnett 
refers with special pride to the new 
Kellogg Good Morning song, the new 
Pillsbury Baking song, the prize- 
winning iced tea song as well, of 
course, as to the famous Marlboro 
jingle. 

Creativity for Leo Burnett is the 
heart and guts of the advertising 
business. To him an advertising 
agency's "only excuse for being" lies 
in these areas: "Defining the prob- 
lems that advertising can help solve, 

DeWitt O'Kieffe, senior v.p. surveys 
the famed Burnett apples. O'Kieffe, a 
founder of agency, was "our earliest 
crusader for tv," says Leo Burnett 



doing the planning, executing the 
strategy and finally, and most impor-j 
tantly turning out the ads. (By ads I 
mean tv and radio commercials and 
outdoor posters, as well as magazine 
and newspaper advertisements.)" | 

Furthermore, Burnett adds, "no- 
body ever gets too important around 
here to devote himself to this part of I 
the work." 

Two questions which have puzzled 
sponsor (and many other advertis- 
ing men) are: What exactly is Bur- I 
nett's own involvement in the agen- r 
cy's creative operation? And how l 
has he managed to solve the organi- 
zation problems of a big agency so 
that he can devote time to creative 
work? 

The second article in this series 
will detail the unique and wholly dis- | 
tinctive Burnett organizational set-up, 
and the operations of its plans board 
and creative review committee. 

As to Burnett's own role, here is I 
what he says: "One of our people I 
once described me as the burr in J 
everyone's swivel chair. I prefer to I 
think of myself, in more polite terms, I 
as a catalyst." 

Actually, as chairman of the board, I 
Burnett receives advance notices of I 
all plans board and creative commit- 
tee meetings, and sits in on as many 
of them as he can. 

"What," SPONSOR asked him. "are 
the qualifications for a good agency 
ereative man? How do you find 
them? How do you train them?" 

Burnett says. "Over the last 25 
years I've known a number of highly 
successful creative men in our field. « 
If there's any one common denomi- I 
nator I've observed in thein, it's the 
quality of passionate curiosity about I 
all sorts of things. This curiosity ex- I 
presses itself wherever their activities 1 
take thein — whether it is a country 
auction or the Metropolitan opera, I 
the corner drug store or a World 
Series, a service station or a political 
convention. 

"In looking for creative people I'm 
always most interested in those who I 
have an almost naive curiosity about 
life." 

This same passionate almost naive 
curiosity about life is obviously a 1 
characteristic of Burnett himself. 

He was horn in St. Johns, Michi- 
gan, a town of less than 5,000, located 
(Please turn to page 76) 
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Hal doffer to hypoed soft goods budgets is Ted Kaufman, v.p.-a.e.. Grey agt-nc;, \. \ with 18 -ach cli<-»U 
PART TWO OF A TWO-PART STORY 

SOFT GOODS: dark horse ad entry 



^ Thinkers and doers in soft goods are putting bud- 
gets into television and radio, learning new formulae 

^ Broadeast media focus at local retail level, serve many 
masters in the complexities of soft goods merchandising 



Pari I, in this two-part series on the 
$20 billion soft goods industry, out- 
lined the marketing background to 
advertising innovations and to the 
increasing use oj broadcast media. 
Part II continues with how some of 
the most progressive companies in the 
soft goods field are using tv and lor 
radio to sell their complicated con- 
cepts to a confused consumer. 

lie springtime harbinger of in- 
creasing revenue front the soft goods 
Industry for the broadcast media is 



the complete immersion of two giant 
companies — 1. B. Kleinert Rubber 
Co. (foundation garments as well as 
other products) and Van Henseu 
shirts. Each of these leaders in it.* 
own soft goods bailiwick is allotting 
100'? of its spring budget to tv. 

These are unusual and unorthodox 
tno\es for soft goods people, to state 
it conservatively. Part I in this two- 

for the recalcitrance of soft goods 
companies in (1) using any advertis- 
ing and (21 using broadcast media. 



Hut both Klcimrt and Van llcilsen 
have a history of progresshoness and 
exploration, and the\ ha\e an agency 
— Grev Advertising- which is strong 
on the exercise called by the unknot- 
ing as "getting out on a limb." 

Grev knows better. It figures it's 
betting on a next-to-sure thing in rec- 
ommending broadcast for its. soft 
goods client.-. ( At current count, there 
are 1!! companies and 23 soft good- 
product? in the house. I kleineit is 
breaking more with tradition than 
Van lleusen in plumping its entire 
spring budget into tv since it jn-l re- 
cently switched from print. It wants 
to reach women with two day time net- 
work t\ shows — Truth or Conse- 
quences and County Fair- on MH' 
TV to persuade ladies to htn Klein- 
er! products. 

Kleineit backs its not w oik elTorl 
with spot, hit) ing in c\cle period* to 
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1. KNOWLEDGE OF NEW MEDIA has been a big stumbling block. Soft goods people, steeped in 
print ami following retailers' lead, are groiving up and learning of tv/radio application, workability. 

2. MASS DISTRIBUTION is still unrealized among most soft goods. As brands move into more 
stores in more markets, clients have increased need for mass audiences which tv and radio deliver. 

3. THE WOMEN'S MARKET and its devotion to broadcast media is big sales point. Women are 
the prime sales target of all soft goods manufacturers, fabricators and retailers — and for mens wear, too. 

4. LOCAL-LEVEL MERCHANDISING is being understood and used more effectively by tv and 
radio people. They work in stores, with manufacturers in promotional events, with national agencies. 

5. DEMONSTRATION is the biggest advantage buyers see in use of tv. A static newspaper ad 
comes to life, gains identification in actual use. Future hope: color tv for added dimension, persuasion. 



mi «■ H wnaim:: 



match sales peak? for an lo-week pie- 
summer push. Summer schedules 
drop off as the client plans for a fall 
selling period of eight to nine weeks. 
One marketing angle which helps de- 
termine spot cycles: women are more 
weight- and fashion-conscious in the 
spring, more concerned about their 
silhouette. 

Kleinert and Van Ileusen shirts 
(Phillips-Jones Corp.) are two excep- 
tions to the unfortunate industry rule 
that most companies just aren't big 
enough to spend very much on adver- 
tising, especial!} on tv. Yet Van 
Ileusen is a fine example of a small 

but early — starter which has grown 
to unusual advertising proportions. 
In 1912 it was spending only S13.000 
a year on advertising (but that was a 



lot of money for that type of companj 
in those days). Today, after using 
various media and working out its 
own advertising formulae, it spends 
$2 1 /i million on advertising with tv 
getting the most inviting nod. 

Van Heusen started its tv selling 
with simple wash-and-wear demon- 
strations of its men's shirts, hammer- 
ing at this theme for two years. The 
result: Last year it was the only one 
of the top three shirt-makers to show 
an increase in sales and profit. The 
one major mark of difference among 
the three which the agency saw was 
that Van Heusen had put its print 
budget into tv. It took "smart man- 
agement to go along with the agency 
recommendation for tv and to fly in 
the face of tradition, 1 ' says Ted Kauf- 



man, vice president and account 
supervisor on Van Ileusen and 14 
other soft goods accounts at Grey. 

Smart management is on the rise 
among soft goods companies — among 
the firms which make an end prod- 
uct as well as those which manu- 
facture a component or those which 
sell an idea and have a big educa- 
tional job to do with the consumer. 
The problems are manifold: manu- 
facturers are caught in the double 
squeeze of motivating retailers as 
well as consumers to buying action. 
Many others — the companies which 
process fabrics or patent a finish or 
promote a special label — have as 
many as six levels to motivate. 

Such broadcast industry groups as 
the Television Bureau of Advertising 
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work to interpret the pluses and 
uses of broadcast media to people 
who know all too little about them. 
TvB, for example, sent Vice President 
Howard Abrahams early this month 
to talk to retail sales people from soft 
goods departments to explain the new 
Kleinert campaign on tv. 

His specially-prepared slide presen- 
tation carried to the counter level the 
impact of a national consumer televi- 
sion campaign. He pinpointed in re- 
tailing terms to clerks and department 
heads specific ways in whieh the tv 
program and the Kleinert products 
would he merchandised loeall). 

This is the key: merchandising a 
national program at the local level. 
The ultimate person who must he in- 
fluenced is the consumer. 

This customer is increasingly the 
woman and she responds to the visual 
and to demonstrations. This, in man; 
a client's book, adds up to television. 

Soft goods people know about the 
psychology of the woman. The) apply 
this psychology to soft goods mer- 
chandising and to advertising. The 
backbone of soft goods is, of course, 
textiles and fabrics. 

Yet highly intangihle factors far 
apart from advertising's tangibles 
enter into the selection of fahrics and 
the apparel from whieh they are 
made. The consumer, and the woman, 
especially, hases her selection on such 
intangibles as color, silhouette and 



the fabric feel, fashion and design. 

In a rush to convince the buyer 
that an end product has all virtues of 
fashion, integrity, authority and taste, 
manufacturers have flooded the mar- 
ket with thousands of labels. The 
label is an indisputable asset as the 
focal point for these qualities. Rut 
with the multiplicity of labels accom- 
panying many mysterious innovations 
in soft goods, the consumer is con- 
fused by the promotional clamor. 

Admen's arguments center on the 
i.eed for these labels to be nationally 
advertised and to be promoted in- 
tensively, not just sewed into a jacket. 

Their theory: build confidence by 
advertising which, in turn, encourages 
a manufacturer (in a typical ease) to 
put a fabric label in the coat he 
makes, to persuade a customer to 
look for this fabrie lahel when she's 
making this purehasc. 

The higgest soft goods advertiser 
on television, and one which stresses 
its entire corporate image as well as 
its specific soft goods applications, 
is Du Pont. A heavy user of network 
and spot television and occasional 
spot radio campaigns, this giant 
company which sets the paee for the 
entire soft goods industry is spending 
an estimated $5 million annually on 
hroadcast media. 

Its biggest investment: four net- 
work shows — Show of the Month on 
CBS TV, primarily concerned with 



corporate advertising; the Steve Wen 
Show and Dave Garrowa)"s Today 
on NBC TV, and Douplm Edwards 
and the l\ews on CBS TV. The last 
three are exclusively concerned with 
fibers. Institutional mentions give 
wa) frequently to specific mentions 
of its registered trademarks, "nvlon." 
"Dacron" and "Orion." which are 
serviced by a textile division separate 
from other Du Pont parent compam 

The network reaches all segments 
of the audience in all major-market 
areas. With participations in some 
of the Sieve Allen Show (Sunday, 8 
to D p.m.), Du Pont uses some 160 
stations on a contract which expires 
in April. Its 140-plus participations 
on Today are scheduled to eontinue 
through December on 12(> stations as 
is the Douglas Edwards program on 
160 CBS stations (sponsored on alter- 
nate Tuesdays') . The biggest effort, 
the Show of the Month, ma\ well be 
renewed. 

Du Pont is pace-setting in the 
hroadeast media at a time when the 
soft goods industry "is ver\ large and 
many-sided and also in the middle of 
a changing period." These are the 
words of Jock Elliott, v.p. of BBDO 
and management supervisor on the 
several Du Pont divisions. 

He points to the post-war growth 
of synthetics, especially, whieh started 
(Please turn to page 86 1 





WOMAN'S INFLUENCE in 

small-car buying is growing fasti 
»ult, shown here, has found that J 
dies must be considered importantlJ 



Why small cars will buy radio/tv 



^ Families — not buffs — are what make the small-car 
market worthwhile, Renault has found out in the West 

So it has put the major part of its $475,000 budget 
into air media to get balanced male-female attention 



N obod) doubts that l T . S. motor- 
makers are going to bring out so- 
called small cars. (Talk this week 
pointed to the coming fall). 

So. as the exact date grows closer, 
the big question naturalh is: What 
sort of people will buy >ueh cars and 
how do \ou appeal to them? 

On this score, you can get some 
important clues from the experience 

33 



of Renault on the West Coast. What 
makes these all the more valuable is 
that Renault is a foreign-built job, 
hence is bucking some difficulties that 
American makers presumably won't 
have. Rut even under these somewhat 
unique — indeed exaggerated — condi- 
tions, Renault soon learned from 
research and experience that: 

• The small car no longer is a toy 



for grown-up boys or a pla) thing for 
fan-type enthusiasts. 

• Thus the use of an image that 
emphasizes "pretty machinery" limits 
the market and obscures individual 
identity. The appeal must be broader. 1 

• Women are beginning to have a 
strong voice in the selection of smalt 
cars, hence the choice of media must 
take that into consideration. 

When Tikis & Cantz, Los Angeles, 
took on the Renault Dauphine for 
John Green Corp. (distributors in 
California, Arizona, Nevada, Utah) I 
the aim was to reach the runaway 
leader. Volkswagen, by 1960. For a 
starter, the agency had a §275,000 
budget, national magazine and bill- I 
board support from the national I 
agency fNeedham. Louis & Brorby) I 
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and sales of roughly 4,600 in 1957. 

Initial research into the purchasing 
hahits of ear buyers (in general and 
for imported ears) showed: 

• The great majority of passenger 
ear purchases are influenced by 
women. (Unlike the leader— Volks- 
wagen — Renault had no trucks and 
no station wagons to sell. Tt had a 
small four-passenger ear -what in a 
larger model would be designated as 
a standard "family ear.") 

• These are the reasons people bu) 
imported cars: 40' ? because of lower 
operating cost. 30 f r for general econ- 
omy. 20 r "? for lower initial cost. 10% 
for smaller size of the ear itself. 

• Some 36' f of imported car sales 
are to people between 25 and 34 — an 
age group that accounted for only 

of 1957 domestic car purchases. 
Based on such findings, the follow- 
ing approaches seemed best to the 
agency: 

(1) A balanced male-female em- 
phasis in eopv 

(2) A combination economy and 
luxury image 

(3) Accenting youthful angles 

(4) Avoiding the "poor man's 
car" stigma 

In what medium or media eould 
these points best be eonveyed? 

The male-female emphasis dictated 
media that women give attention to. 
Any endorsements of the ear would be 
more emphatic if heard: whereas the 
car itself — to he associated with lux- 
ury and good taste — bad to be seen 
in these settings. 

Stress on a balaneed audio-visual 
approaeh was considered vital. So 
Tikis & Cantz — to aehieve the balanee 
and stay within the $275,000 budget 
—planned 26 weeks of radio and 
newspapers, followed b) 26 weeks of 
tv. The budget split was radio, 40% ; 
newspapers 20T ; tv 40%. 

The radio spots (60-second) had a 
musieal opening, beginning with a 
slow, elegant motif, moving into an 
upbeat, and ending with a slower 
tempo. A man-woman pit eh follows 
and is differentiated by multiple 

"This double approach also asso- 
ciates the individual with the ear." 
says Cantz. "Most small ear adver- 
tisers fail to bring the consumer into 
the pieture for a product that is not 
a household word to most people." 

Fifteen-minute sports and news- 
casts were emphasized in a 26-week 
radio-newspaper eyele which began 
1 January 1958 in Los Angeles and 
San Franciseo. 

In a speeial radio promotion dur- 
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iirg tl«' first 13 weeks of the 26-week 
e\elc, eeononn got speeial stress. This 
involved a $25,000 tcaeup derln. a 
promotion Renault conducted in sev- 
eral markets (see illustration below). 
The gimmick — "How far can you 
dine a Renault Dauphine on one tea- 
cup of gasoline? — was promoted on 
Roy Storey's KNX sport* program. 

Sixty dealers were tied in. Kach 
awarded separate prizes even two 
weeks on the 13 to the contestant 
traveling farthest over a prescribed 
route. Winners became eligible to 
compete in the "Grand Teacup Der- 
by*' and win one of eight all-expense 
paid Paris vacations. 

After the first 26 weeks. Renault 
switched to tv. 

Lush settings were emphasized in 
the tv spots, allied with other symbols 
of elegance. P>> itself. Cantz empha- 
sizes, the Dauphine could be just an- 
other foreign car. but put it with 
recognized social s\ mbols ( the rear 
fin of a Cadillae was one, a woman in 
pearls and mink, a Freneh poodle) — 
and the Dauphine itself becomes a 
symbol of elegance. Like the radio 
spots, all tv spots were 60-second. T\ 
carried the entire freight for the 
balanee of 1958. 

According to Cantz, Renault ended 
1958 with sales up three times over 
the previous year — and would have 
been even greater if the dealers had 
been able to meet the demand. The 
agenev's object b e was to reach Volks- 
wagen sales In 1960. Right now. two 
years ahead of schedule. Renault 



claim* it is neck-and-neck uitli Volks- 
wagen's passenger car sales in Cali- 
fornia. The actual 1958 tall) (Volks- 
wagen — 1 8.700 ; Renault — 1 0. 1 00 I 
includes Volkswagen's truck and sta- 
tion wagon sale.-. I Renault plans in- 
troduction of a station wagon, hard- 
top, and convertible, probably this 
year.) Nationalh. Volkswagen and 
Renault sales in 1958 stack up 102.000 
to 47.500 -(the Volkswagen figure 
minus its trucks and station wagons 
71.125). 

Another striking California note: 
Renault achieved fourth position in 
sale of all cars in California in 1958. 
according to Donnelley 's Motor Re- 
corder. 

Tilds & Cantz is now preparing a 
campaign for Northwest. Inc.. Ren- 
ault Dauphine distributor in Wash- 
ington. Oregon. Idaho. W\ online. 
Montana. Alaska. Budget: $200,000. 

Strategy : "The same procedure." 
according to Cantz. "that wc used in 
California, an audio-visual combina- 
tion of radio-newspapers, followed by 
tv alone." Primary differences: three 
month instead of ' six month e)cles. 

"in the Northwest," he says, "we 
are concentrating primarily on the 
major marketing areas since the bulk 
of Renault dealers arc concentrated 
there. Ultimately, we will increase our 
efforts to assist smaller dealers with 
local advertising in sonic of the more 
remote areas." 

At present. Renault distributor ad- 
vertising in California is concentrated 
in television. ^ 
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iki, ge... mgr., WMCA.N.Y. 



I RATE STATION SUBSCRIBERS 



ALBANY 

WPTR 
BORGER, TEX. 

KBBB 
BOSTON 

WEEI 

BUFFALO 

WEB I! 
CHARLOTTE 

WBT 
CINCINNATI 

WKRC 
CHICAGO 

WBBM 

WMAQ 
DALLAS 

KBOX 
DAYTON 

WAVI 
DES MOINES 

WHO 



DETROIT 


OMAHA 


WXYZ 


KBON 


INDIANAPOLIS 


PEORIA 


WIRE 


WMBD 


LAKE CITY, FLA. 


PHILADELPHIA 


WGRO 


WCAU 


LOS ANGELES 


PITTSBURGH 


KNX 


KQV 


KPOP 


ROCHESTER, N. Y. 


MILWAUKEE 


WBBF 


WRIT 


ST. LOUIS 


NEW YORK 


KADY 


WABC 


KMOX 


WCBS 


KWK 


WMCA 


KXOK 


WOR 


WIL 


NORFOLK 


SAN DIEGO 


WAVY 


KGB 


WCMS 


SAN FRANCISCO 


WGH 


KCBS 


NORWICH 


SHREVEPORT 


WICH 


KBCL 







^ Mounting debate of one- 
rate issue leads to agency 
committee to compile station 
roster check on rate claims 



^%lmost everyone in the station, 
agency and client world has been 
talking about the single-rate situation 
— but nobody did much about it 
until this week when a group of 
agency executives in three cities 
joined forces to organize an industry 
"first" — the Single Rate Committee.! 

Working on a completely informal! 
basis, the six-man committee parlayed] 
much broadcast industry confusion] 
and debate into a firm stand in favor] 
of stations adopting a one-rate policy.; 

Headed by Warren Bahr, vice pres- 
ident in charge of media at Young &| 
Rubicam, New York, the committee! 
includes Paul J. Caravatt, Jr., vice! 
president and account supervisor at 
Ogilvy. Benson & Mather, New York;! 
Les Farnath, vice president in chargd 
of media, N. W. Ayer & Son, PhilaJ 
delphia; Lee Rich, vice president irj 
charge of media for Benton & Bowles! 
New York; Lloyd Harriss, vice presil 
dent of Sullivan, Stauffer, Colwell & 
Bayles. New York, and Tom WrightJ 
vice president in charge of media foil 
Leo Burnett Co., Chicago. 

What basically bothers everybody 
concerned with station rates is tha 
nasty element of suspicion. With sevl 
eral rates in force simultaneously! 
both agencies and clients often won! 
der whether they are getting the besi 
possible rate — indeed, whether honi 
esty is the best policy at all in sucffl 
mixed-up circumstances. The reps, 
for their part, grimly suspect national 
spot radio itself might come out a 
heavy loser in the long run if agenJ 
cies are constantly forced to wondera 
whether they're getting the rate to 
which their clients are entitled. 

Here, broadly, is what the new, in-' 
formal committee proposes to do: 
compile a list of stations willing 
to go on record as offering national 
and local advertisers the same rate, 
supervise promotional use of thf] 
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FORM SINGLE-RATE COMMITTEE 




Single Rate Committee's seal (shown 
on opposite page) and check evidence 
contending that stations claiming a 
single rate are not living up to this 
commitment. 

Mr. Bahr's i 
man for the co: 

multiple rate. We believe in one 
i rate and the slogan 'Like Rates for 
Like Services.'" This slogan has 



mmittee, is "There is 
for a double or a 



been approved by the committee and 
is now incorporated into a seal de- 
signed to be used promotional!)' by 
qualified stations registering as one- 
raters with the committee. At this 
point, however, the problem concerns 
radio more than tv. 

Despite Mr. Bahr's contention, 
many stations maintain that their 
local situations necessitate double or 
multiple rates, and offer considerable 



documentation to prove their points. 
(spoxsor's stand in behalf of one rate 
— when feasible, with due considera- 
tion for such factors as markets, facil- 
ities and competition is reflected in 
the editorial below. I 

By 20 February. 38 radio stations 
in 26 markets had registered their 
single rate card provisions with the 
committee and indicated that they 

(Article continued on next page) 



EDITORIAL 



The most important consideration 



J%.s stated previously. SPONSOR favors a sin- 
gle rate tvherever local conditions permit. The 
single-rate concept is far more appropriate 
for a good many radio stations than the tra- 
ditional newspaper ■ oriented multiple rate 
system. And a good deal more palatable to 
agencies handling national clients. 

But neither sponsor, nor any trade publica- 
tion, has the right to tell a station whether it 
should employ a single-rate system, a double- 
rate system, or a quadruple-rate system. This 
is an individual station decision that must take 



in such factors as market, competition, custom 
and facilities. The rate decision must, of neces- 
sity, be strictly a station decision. 

If tve dont presume to advise a station it 
should go one-rate or not, in another respect 
we. have absolutely no doubt. No station — 
whether single-rate or multiple — can afford to 
have anything but a rate policy that is crystal- 
clear in all details. Furthermore, this policy 
must be adhered to zealously. Only by such 
meticulous adherence will stations command 
the respect of the men who foot the bills. 
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ADVERTISERS "TAKE 
FIVE" IN SPOT RADIO 

^ Trend toward 5-minute segments is growing because 
of entertainment and impact possibilities of programing 

^ Ballantine, Swift, Carling Beer are bigbligbting tbis 
approacb; availabilities often are a problem, tbougb 



plan t<> um' the seal as a station desig- 
nation in various promotional ways. 
The call letters of these outlets appear 
in the box on page 40. A minimum 
number of radio stations now offer 
such a single rate and most of these 
seem to be in smaller market areas 
where national spot business has little 
.-ignifieance. However. New York, the 
nation's top market, long has had 
a single-rate tradition for national 
and loeal advertisers. 

Opponents of the single-rate con- 
cept are primarily station owners and 
naiiageis in markets where custom 
has firmly established multiple rate 
systems. The issue's proponents are 
concentrated in the ranks of agency 
media people, clients and (quietly) 
station representatives, plus those sta- 
tion executives who feel that the 
newspaper system of retail and gen- 
eral rates is not valid for air media. 

Here's what opponents of the single 
rate say in asserting their need for 
double or multiple rates: 

Newspapers, the strongest local- 
level competition to stations, have 
long carried a variety of rates on 
their eards for special classifications 
of business. Tbis is where the tradi- 
tion of eharging more to the national 
advertiser than to the loeal advertiser 
started many decades ago. 

The reasoning, as transposed to 
the broadcast structure, goes like 
this: Win should Pepsodent lor any 
other nationally distributed product 1 
pay the same price as the loeal re- 
tailer when the former sells produets 
in 400 outlets to the loeal business- 
man's „ne outlet? Carried further, this 
argument in behalf of a lesser rate for 
a loeal eoneeni contends the loeal 
furrier or gasoline station draws from 
a smaller share of the market than 
does the big national advertiser. 

In the case of a power station with 
broad eoverage. for example, a paek- 
aged-item commercial might reach 
out for 100 miles in all directions — 
and the item would be sold through- 
out that entire area. Out a strietly 
local merchant in the, eenter of the 
station's home market logically might 
pull traffic only from the immediate 
metropolitan area. 

Stations in favor of more than one 
rate also say matter of faetly : If we 
went to one rate, we'd be losing 
money to (1) other stations that 
don't. (2 1 to tv and newspapers — 
I Please turn to page P>2) 

12 



/According to RAB, 62.9'f of spot 
radio program buys current!} are 
five-minute shows. There are many 
reasons for this growing preference 
over the longer-than-15-minute length 
(10.3'n. the 15-minute (14.4%) 
and the 10 (5.9'/,). The box below 
summarizes the main situation. 

NBC's five-minute segment system 
on Monitor has no doubt smoothed 
the way for the local upsurge in this 
type of programing. Aleoa uses five- 
minute Monitor segments to aeeom- 
modate its national and regional cus- 
tomers and its customers' customers 
loeally. a highly complicated project 



detailed in SPONSOR (24 January '59). 

Meantime Esty showed its faith in 
the idea with ereation of a five-minute 
show, Campy's Corner, for use in the 
New York City and Philadelphia 
markets for Ballantine Beer. Promo- 
tional values (tie-ins, appearanees by 
Campanella) are the ehief benefits of 
the show, says Frank Mahon, Esty 
media supervisor for Ballantine — out-j 
weighing somewhat higher produc- 
tion costs. 

On another front, Swift has been 
experimenting with five-minute pro- 
graming in Canada for over a year. 
The Swift Canadian Co., Ltd. has a 



CHECK LIST FOR 5-MIN. SPOT BUYS 



COSTS: Three 5-minute spots time-wise usually will 
st roughly the same as two one-minute spots. Program 
s'.s, of eourse, will have to he considered 1 separately. 



2. COMMERCIAL ADVANTAGES: You eau work as 
many as five eommereials into five minutes. Calling, for 
instance, uses opening, elose, two jingles, a 35-see. pitch. 



3. IMPACT ADVANTAGES: Carling found loss of 
frequency was outweighed by sponsor identification. 
Ballantine likes promotional values, Swift eo-op iie-ins. 



4. STATION ATTITUDE: Some stations considered 
5-minute programing a nuisance, Carling learned; but 
mail response ended doubts, brought greater promotion. 

'J mi: : : i:iiiiiiiiiiiii::iii:iiii:iiiiiiiniipi: iIMiiiiiiidh ■ .!'■ mw :r i: 1 irn aao ► 
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el, surli as lhi.-. paik-hench ] 



Allen Font, is possih 



program called Money Man on 84 
stations in English and French. A 
e-in quiz show, it draws such 
e mail response and proof of pur- 
se that this week a 200-store gro- 
chain in Ontario is tying in 
with a Money Man Week promotion. 

i\v Carling Brewing Co. is break- 
ing fresh ground with this type of 
programing with a 33-station buy in 
N T ew England for its Black Label 
Beer that shows the range of this 
type of presentation. It started as an 
xperiment in four markets the first 
eek of last October. 
The company bought a five-minute 
ersion of a long-time radio staple, 
Allen Funt's Candid Mike from Harry 
Goodman. New York, distributor 
of the show. "We were looking for 
something that would make Carling 
Band out from other beer brand 
Haines." says regional ad manager 
Bob Thomas. "We felt this could be 
done by finding something people 
uld listen to attentively. We wanted 
combine the large audience pro- 
ed by d.j.'s and the attentiveness 
iduced by soap opera-type pro- 
|J raining.'' he says. 
"Whether an off-beat type of show 



would command this attention was 
another thing we had to check close- 
ly," Thomas points out. 

Since identification was the chief 
reason for going to the five-minute 
format. Carling and its New England 
agency. Harold Cabot & Co.. worked 
out a pattern that would give Carling 
five commercial spots in the time 
period. A custom-made opening by 
Funt was followed by a 20-seeond 
jingle iCarling's familiar "Hey, 
Mabel" I the body of the show was 
followed by another 20-second "Hey. 
Mabel" jingle, a custom Funt closing, 
and 35 seconds of straight commer- 
cial by the local announcer. 

Carling pulled a number of spot 
announcements in the four markets, 
and instead scheduled Candid Mike 
from 15 to 24 times weekly on 
WFAV. Augusta. WKCB. Berlin. 
W A A B . Worcester, and W A T li . 
Waterbury. 

Shows were placed on a run-of- 
schedule basis in thiee time periods: 
7:30-9 a.m.. 11:30 a.m.-l :30 p.m.. 
and 4:35-5:55 p.m. 

Stations were lukewarm. Carling 
admen say. Some considered the 
off-beat nature of the program (zany 



inteniews with unsuspecting \ictiui- 
a schedule interruption. 

Richard 1'. McKee. president of 
McKee Broadcasting. sa\s Hath, l b- 
personnel at WKCB thought the idea 
was completely ridiculous and that 
the program would be a total and 
complete failure. This feeling held 
even with the first couple of broad- 
casts.'* But his view, and others', 
soon changed. 

The stations were watching reac- 
tion as closely as Carling. Mail re- 
sponse came quickly, and two thing.- 

• Address usually specified the 
sponsor: Cartings Candid Mike. 

• No. 1 reaction: request for a 
schedule of programs. 

This last point has a good effect: 
it produced another "impact" for 
Carling — a reminder by main sta- 
tions at the end of the show about it- 
next scheduling during the day. 

The test ended the latter part of 
December. On 5 January. Carling 
pulled its spots in other markets and 
placed the show on 33 stations 
throughout New England. The buy? 
were on the same hasi* and at the 
(Please turn to page <"> 4 I 
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SUMMARY OF A SPONSOR SERIES 




Can spot radio meet the 
$500 million challenge? 

^ SPONSOR plan for tripling national spot business 
in five years demands a new type of industry effort 

^ Goal is possible if stations, representatives and trade 
groups can stop squabbling and work closely together 



HIGHLIGHTS OF NEW $500 
MILLION PLAN FOR SPOT RADIO 

A NEW SALES GOAL: In 1958 national adver- 
tisers spent less than $190 million in spot radio. SPONSOR 
believes that the medium's true potential is three times this 
amount and suggests setting as an industry sales goal a 
minimum of 9'/o of national appropriations by 1963. 

A NEW COMPETITIVE APPROACH: Con- 
fusion about its real competition is hampering spot radio's 
growth. Instead of ivasting its energy in intra-industry 
fights, radio spot must concentrate on taking business from 
its "Big Three" opponents — newspapers, spot tv, outdoor. 

A NEW SIX-WAY HOUSECLEANING: To 

compete as a powerful national medium, spot radio must 
clean up six practices ivhich irritate advertisers: needless 
paper ivork, confusing rate cards, national-local rate in- 
justices, cutthroat selling, and ignorance of local markets. 

A NEW PRESTIGE IMAGE: Only by rebuild- 
ing its reputation and prestige can spot radio emerge as a 
primary medium. SPONSOR suggests that radio must be- 
come known as "America's No. 1 Community Medium." 
It can do this ivhen it outdoes newspapers and tv in news, 
editorializing, service, and local public affairs. 

A NEW TYPE OF SPOT SELLING: Many 
current sales practices are impeding spot radio progress. 
SPONSOR proposes a new type of selling ivhich: promotes 
radio as a medium, concentrates on real competition, elimi- 
nates tricks and gadgets, builds the "community image," 
and contains neiv ideas for spot radio use by advertisers. 

" ;i 



^#uring the past five weeks SPONSOR 
has presented in a series of weekly 
installments its new $500 Million 
Plan for the spot radio industry. I 

Judging by the letters, phone calls 
and telegrams we have received from; 
station men and station representa- 
tives iu all parts of the country, the 
$500 Million Plan has attracted wide 
industry comment. (For a sample of 
these letters see the 49th & Madison 
column on page 22.) 

Not all of our correspondents have' 
agreed completely with sponsor's an- 
alysis of spot radio's problems 
with the methods which we have s 
gested for building the medium to itsj 
proper place in the national adver- 
tising picture. 

Duncan Mounsey, general manager 
of WPTR, Albany, N. Y., for exam- 
ple feels strongly that "responsibility 
for effecting the reforms suggested is 
a joint one for the agencies and the] 
stations." 

A number of station sales execu- 
tives such as W. I. Orr of WBNS,j 
Columbus, Ohio, believes that thd 
complaint that radio spot "requires 
too much paper work," does not ap- 
ply to their own operations which, 
they point out. have been streamlined! 
to an effective degree. 

Such letters, however, serve only 
to highlight, in sponsor's opini< 
the magnitude of the spot radio prob- 

It is quite true that a number otj 
individual stations have succeeded in 
eliminating many of the wasteful and 
inefficient practices which are imped- 
ing spot radio progress. 

It is also true that a number of] 
outstanding station representati* 
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firms have instituted major reforms 
designed to improve spot radio's pres- 
tige and salability. 

But what is true for the few is not. 
unfortunately, true for the industry 
as a whole. And therein lies the chal- 
lenge. 

Undoubtedly the biggest problem 
which spot radio must face is that it 
is an industry of '"rugged individual- 
ists." 

I Spot radio as a medium demands a 
concerted, all-out drive to rebuild its 
position with national advertisers. 
But spot radio as a business, tends 
■ fly apart, to decentralize into hun- 
dreds of inside-the-industry fights — 
stations pitted against stations, 
representatives against representa- 
and both stations and represen- 
tatives waging war on ihe networks. 
sponsor's $500 Million Plan out- 
es a five-year goal for radio spot 
[fvhieh is actually conservative, in 
ight of spot radio's proven value as 
sales and advertising medium. 
But whether or not the industry can 
?hieve this goal by 1963, or will 
ftake the steps necessary to develop 
its true potential, is quite another 

SPONSOR believes that new maehin- 
jrv must be found to implement the 
5500 Million Plan, and suggests that 
ubject should be a major topic 
mversation among radio men 
hen they meet at the forthcoming 
NAB Convention in Chicago. 

What is needed is the formation of 
new, energetic and responsible 
roup, quite possibly within the ex- 
iting structures of NAB. or RAB. or 
n association with SRA. 

Given the existence of such a 
roup, with vigorous backing by both 
ions and representatives, then the 
king out of the $500 Million Plan 
jhould not he too difficult. 

Essentially there are three basic 
»arts to sponsor's $500 Million Pro- 
osal: 

1. The selling up of basic goals 
<nd competitive strategy. Once the 
ndustry can agree that spot radio 
an and should have three times as 
lueh business by 1963 as it had in 
958, and can face the fact that to 
chieve this goal it must concentrate 
n taking business from its three ma- 
ompetitors then a major step will 
been taken. 

( Please turn to page 84) 
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U MWC40? PD=FAX MILWAUKEE WIS 16 4l4PMC= F£B , 6 m 
JOHN MCMILLIN, SP0NS0R = 
40 EAST 4? ST NYK= 
=PART1 DAY SALES FEB 1 THROUGH 15 MANITOWOC 45 - 
0SHK0SH 75 - APPLET0N 415 - GILLETT 40 - GREEN BAY 
540 - MENOMINEE 40 - FOND DU LAC 0 - STEVEN S POINT 
75 - WAUSAU 0 - NORWAY 0 - SHEBOYGAN 150 TOTALING 1 
CASES MILK SALES SAME PERIOD 554 CASES* 
0TT0 L KUEHN CO U W BOWER- 



PARTI-DAY IN A MILD DIP 



I hough shipments to wholesalers 
dipped below January figures during 
the first half of February, the general 
level of Parti-Day sales remains high. 

After 18 weeks of a tv test cam- 
paign, the average semi-monthly ship- 
ment figures in the Green Bay market 
have risen to 1.085 cases compared to 
262 cases before the tv test. 

The latest sales figures show 1.380 
eases the first 15 days of February. 

This compares with 1.865 cases for 
the second half of January and 1.595 
cases during the first half of January. 
The 1959 figures, however, average 
1.613 cases compared to an average 
of 768 cases during the two and a half 
months in 1958 that the tv test was 
being conducted. 

I he dip in sales is not expected to 
dampen the spirits of Parti-Day, Inc.. 
its agency, the D'Arey office in 
Chicago or the management of 
WBAY-TV. the station over which 



the spot television test is being run. 

Results of the video test were de- 
scribed as "bevond our wildest 
dreams" by Richard Partridge, sales 
v.p. of Parti-Dav. (See "Green Bay's 
7.390 cases sets pace.'" SPONSOR, 21 
February 1959.1 

Parti-Day sales have been running 
far ahead of other markets where 
there is no tv advertising or no ads at 
all. \ote that the latest figures for 
Milwaukee during the first half of 



,nlv 



(See telegram above.) 




The test in a nutshell: Product: 

Parti-Day Toppings. Market: 80-mile 
area around Green Bay, Wis. Media: 
Day tv spots only. Schedule: 10 
spots weekly. Length: 26 weeks from 
15 Oct. Commercials: Live, one-min- 
ute. Budget: $9,980 complete. 



SALES BOX SCORE 

16-31 On 580 cases 

1-13 Nov 1.450 cases 

13-30 Nov 370 cases 

1-13 l), r 1.090 cases 

16-31 Dec 350 cases 

1-13 J;... 1.595 cases 

16-31 Jiin 1.865 cases 

1-13 F<-li 1,380 cases 



As more commercials employ "effects", SPONSOR ASKS; 



How can modern music be used 

in tv commercials most 



With more advertisers using 
sounds for attention and empha- 
sis, experts tell how to best apply 
modern music to commercials. 

Joe Hornsby and Ben C. Allen, 

music department. Batten, Barton, Dur- 
stine & Osborn, Inc., Xew York 

Music can be used most effectively 
in tv commercials when it is written 
in the spirit of being just one part of 
a total selling effort. 

While we like to believe that the 
jingle is the most memorable part of 




a commercial, usually it is a combi- 
nation of selling techniques that are 
responsible for putting the message 
across. When music is used in a com- 
mercial in the form of a jingle, the 
musical sound should attempt to re- 
llect the nature of the product. How- 
ever, it is not always necessary to hire 
a 30-piece orchestra to produce an 
effective jingle. Even an advertiser 
with a limited budget can make 
music work effectively for him. 

Let us suppose that the budget al- 
lows for just one singer and a quar- 
tet of musicians. The obvious choice 
of musicians might be piano, bass, 
and guitar and drums. But. with a 
little extra thought, the arranger 
might come up with a bright, happy 
sound of a x)lophone. drums, piccolo 
ami bassoon. Another interesting set 
up might be a Dixieland combination 
consisting of drums, piano, trumpet, 
and clarinet. The choice of instru- 
ments should invariably, stay in char- 
acter with the product or the product 

Simplicity and good taste are the 
earmarks of an effective jingle. It 



goes without saying that the music 
should never get in the way of the 




words. After all. it is the words that 
actually contain the advertiser's mes- 
sage. The music helps to make the 
message more memorable. 

Any jingle is only as good as the 
frequency it gets. Once the right mu- 
sic has been composed and properly 
arranged, the next step is to get it 
heard often. The most lavishly pro- 
tie exposure, is likely to be less effec- 
ti\e than a low budget production 
given lots of frequency. In short — a 
jingle must be played often to be ef- 
fective. 

Elwyn R. Walshe, program production 
supervisor, Bryan Houston, Inc., Xew York 

The most necessary factor in using 
modern music for commercial tracks 
is a client with enough daring to be 
convinced of its importance. 

Studies of effectiveness of tv com- 
mercials in the past year have shown 
us that the use of modern music can 
benefit commercials in the following 
ways: 1 I More attention getting; 2) 
greater memorability: 3) more spon- 
sor identification: 4) stronger empha- 
sis of specific sales points. 

From its origin as "bop" and "pro- 
gressive jazz." modern music has 
mellowed into an entirely listenable 
thing in which the melody — in most 
cases — is clearly understood. In fact, 
some of the best "modern music" are 
well-known tunes from the past 
brought up-to-date. 

We have had considerable success 
with Irving Berlin's "Let's Have An- 



other Cup of Coffee." Used in such 
a manner, the modern sounds of the 
Jud Conlon Singers extol the merits 
of Nescafe Instant Coffee. In the fu- 
ture we hope to update it even further 
by using more modern arrangements. 

The recent success of Henry Man- 
cini's original score — "Peter Gunn 
Music" — which is in the modern jazz 
idiom, shows the new strength of jazz 
in the pop market and indicates that 
this type of music can prove equally 
effective in the commercial market 
place when used as the background in 
commercials for modern products 
aimed at moderns of all ages. 

When you finally decide that your 
commercial needs music of some kind 
(and this is no mean decision) you'll 
have to accept the fact that modern 




Give special 
thought to 
arrangements 



music requires far more time in prep- 
aration than the usual "rhythm secJ 
tion" or even larger orchestral sound 
tracks. A greater amount of thought 
must go into the arrangement and! 
special instrumentation will no doubt 
be needed, oddly enough drawn from 
the classic instruments: flutes, bas- 
soons, oboes, bass saxes and the like. 
The musical group need not be very'l 
large, for these instruments are allj 
expressive and extremely versatile. 
For example, the)' can accompany a 
soloist or group singers, be used as a 
background for rhythmic talking, orj 
by themselves, giving expressive em- 
phasis to the announcer's copy. 

Modern music should be used iuj 
commercials, for it will surely stand 
out from the ordinary. It will attract 
the ear, and close to the ear is the 
eye. When you've attracted them 
both, you've got 'em! 



it) 
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effectively? 



Chet Cierlach, group head, trrmlio 
commercial production, M cCann-Erickson, 
Inc., New York 

By ''modern" music 1 refer to the 
type of music written so effectively 
by Mancini for Peter Gunn. It has 
become an integral part of that par- 
ticular show. B) the same token, any 
"modern" music written for a com- 
mercial should do the same thing. 

The modern sound is actually a 
i growth process in music. 

Since in modern music there is 
more to hear such as the complexities 

of rh)thm and harmonics, and since 
this music goes with a picture and a 
voice track, it is important that the 
"modern'' sound be used discrimi- 
nate!) and in good taste so it compli- 
ments both picture and voice. 

Within the last decade there has 
been a growing interest and appre- 
ciation for modern music, or shall we 
say, the more intriguing and stimu- 
lating combination of sounds, as wit- 
nessed by the fantastic growth of the 
l.p. market in the contemporary and 
traditional jazz and classical fields. 

There are many forms of music 
used in todays commercials — big 
sounds, small sounds, symphonic 
scoring, jazz groups, vocal groups etc. 
and the modern music sound has a 
very important place, when used 
properly with the right product. 

To sum up — "modern music" can 
jbe used most effectively in the tv 
^commercials aimed at age groups 
lusually under 35/or to introduce and 
'■enhance a new product or service 
•directed at a youthful market, or as 
■in so many cases, to perk-up or 
f«freshen-up what is essentially "A 
■•ame old story." ^ 
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Use with 
discrimination, 
aim at under 
35 audience 



NBC Affiliate Portland, Maine 




5 IN A ROW 

Since we dipped our oars in the water five years ago, 
we've had a "lock" on first place. On network quarter hour 
firsts, leading local live shows, or top syndicated films we've 
come out on the long' end of the oar in every survey taken in 
our service area — and most recently on the Xov. '.">S Alii!. 

Ask your Weed TV man for more facts about Northern 
New England's service-minded SIX. 

WCSH-TV, Portland 
WLBZ-TV, Bangor 
WCSH-Radio, Portland 
WLBZ-Radio, Bangor 
WRDO-Radio, Augusta 



.1 matching Schedule on Ch. 2 in llungnr sans an i.rtra .>'< 




TOP DRAWER 




Commercial television or television commercials, TERRYTOONS does 
both equally well. 

On the CBS Television Network, TERRYTOONS- created "Mighty 
Mouse Playhouse" and "Heckle and Jeckle" consistently rank among 
the top-rated week-end daytime programs. And "Tom Terrific." 
created by TERRYTOONS especially for television, has an audience 
of more than 5.5 million viewers daily, as a regular feature of 
the "Captain Kangaroo" show. (Nielsen) 

This same ability to captivate millions can perform for you. 
For TERRYTOONS' full-time staff of nearly 100 artists, musicians, 
writers and technicians is at your service to create commercials 
combining entertainment savvy with creative , hard-hitting selling. 
Name your format: lowbrow or sophisticated; full animation, semi- 
animation, or animation rrixed with live action. TERRYTOONS does 
the job for you... any or all of it! 

Dozens of major agencies and advertisers have turned to top 
drawer TERRYTOONS for best-selling commercials. Why don't you? 

A Division of CBS FILMS INC. ® TERRYTOONS 



IN RICH 
MONROE MARKET 




;ported in ARB, Dec. '58 



Sign Off 7 Days A Week 

KNOE-TV 

Has 

79.4% 

Average Share Of 
Audience 

JUST LOOK AT THIS 
MARKET DATA! 

Population 1,520,100 
Households 423,600 
Consumer Spend- 
able Income $1,701. 160.000 



Food Sales- 
Dm if? Sales 
Automotive 
Sales 
General 
Merchandise 
Total "Retail 
Sales 



1500.480,000 
40,355.000 



$ 148,789,000 



And you get more impact and 

circulntion per dollar in radio on 

WNOE-Radio* 5<U>oo w ,tt« 

v r>..i I"" 1 ' KP 



KNOE-Radio 



KNOE -TV 

CHANNEL 8 MONROE, LA. 
CBS • ABC • NBC 

A James A. Noe Station 

XOK KXTKRPRISKS, 1XT. 



Paul II. i 



•xM, 



oral Mill 



National and regional buys 
i uork now or recently completed 



SPOT BUYS 



TV BUYS 

Standard Brands Inc., New York, is kicking off a campaign 
major markets for its Kendall dog foods. The 13-week schedules 
start in March. Minutes during daytime segments are being slotted; 
frequencies vary from market to market. The buyer is Len Soglio; 
the agency is Ted Bates & Co.. New York. 

Liggett & Myers Tobacco Co., New York, is going into about 20 
markets for its Chesterfield cigarettes. The campaign starts in March 
for eight weeks. Minutes, chainbreaks and l.D.'s are being used; 
average frequency: five per week per market. The buyer is Ginny 
Conwaj : the agency is McCann-Erickson, Inc., New York. 

Corning Class Works, Consumer Products Div., Corning, New 
York, is initiating a campaign in various markets for its Coming- 
ware line. The schedule is in two flights, starting late this month and 
in March, and runs up to eight weeks. Minute announcements are 
being placed, with frequencies varying. The buyer is Joe Fierro; 
the agency is N. W. Ayer & Son, Inc., Philadelphia. 

The Procter & Gamble Co., Cincinnati, is entering scattered mar- 
kets for its Spic & Span cleaner. The campaign starts in March on 
a 52-week basis. Minutes during nighttime segments are being 
scheduled; frequencies depend upon the market. The buyer is Don 
Procter: the agency is Young & Rubicam. Inc.. New York. 



RADIO BUYS 

The Best Foods, Inc., New York, is kicking off a campaign in mar- 
kets throughout the country for its Hellmann's mayonnaise. The 
short-term schedules start this month and in March, in two flights. 
Minutes and 20's during daytime slots, Wednesday through Friday, 
are being used. Frequencies vary from market to market. The 
buyer is Dorothy Medanic; the agency is Dancer-Fitzgerald-Sample, 
Inc., New York. 

Peter Paul, Inc., Naugatuck, Conn., is going into scattered markets 
for its Peter Paul candies. The five-week campaign starts in March. 
Chainbreaks during daytime periods are being slotted; frequencies 
depend upon the market. The buyer is Herb Werman; the agency 
is Dancer-Fitzgerald-Sample, Inc.. New York. 

Time, Inc., New York, is planning a campaign to promote its Sports 
Illustrated magazine. The advertiser has been testing in New Haven 
with good results, and a top-market campaign is being reviewed. The 
contact is Joe Cans: the agency is Joe Cans & Co., New York. 
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UBLESHOOTEI 

starring 

KEENAN WYNN 



BOB MATH IAS 



A Northstar Pictu 



s Production 



Now in production — 

Award-quality half-hour filmed series- 

To satisfy the most exacting demands 

of America's top network, regional and local sponsors. 



THE 



SHOW 

starring 

DENNIS O'KEEFE 

A Cypress Production 



RADIO BASIC^^IARCH 

Facts & figures about radio today 

1. CURRENT RADIO DIMENSIONS 

Radio homes index Radio station index 




Radio set inde 





1958 1957 


Public 
places 


95,400,000 90,000,000 
37,200,000 35,000,000 
10,000,000* 10,000,000 


Totol 


142,600,000 135,000,000 





End of January 


1959 




Stations CPs not 




Am 
Fm 


1 3,334 1 113 
I 581 | 128 


1 484 1 124 
| 45 | 29 




End of January 


1958 


Fm 


1 3,120 1 94 
| 536 | 62 


1 397 1 108 
| 39 | 9 




Radio set sales 


index 


Type 


Dec. 1958 Dec. 1957 


12 Months 12 Months 
1958 1957 




1,944,83 8 2,031,444 


8,631,3 4 4 9,721,285 


Auto 


558,767 570,617 


3,715,362 5,495,774 


Totol 


2,5 03,6 0 5 2,602,061 


12,346,706 15,217,059 









2. CURRENT LISTENING PATTERNS 



• ! "; a; 



AVERAGE HOURS RADIO USAGE PER HOME PER DAY 



TERRITORY 



COUNTY SIZE 



I Kill MM 



I H ■ IHK.I ■ .ml 
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REACH 



WEEK A 



WEEK B 



Participation in three key V2 
hours one week, alternating 
with three other key V2 hours 
the next week to give the par- 
ticipating advertiser exposure 
in six different shows (Class 
AA and A time) every two 
weeks. 

3— Minutes per week.. $1200 
3— CB per week * 900 




The November ARB gives the six BIS I I REACH shows a two-week cumulative rating 
of 85.2. This figures to a weekly average of 42.6 average rating. ARB shows non-duplicated 
reach for these programs of 50.2 homes one or more times. 

WIIC CHANNEL 11, PITTSBURGH 




REPRESENTED NATIONALLY BY 

BLAIR-TV 




• • • 



There's in Jacksonville. You cast 



your line in a booming regional center served only 
by WJXT . . . 66 counties in Northeast 

Florida and South Georgia, more than twice the 
counties served by the other station. A glance 

at ARB serves to sum up the situation : 38 of 
the top 40 shows (and all 10 top local shows) 

are on WJXT. Tipping the scales still further 
in our favor : the largest share of audience in 
the nation for a 2-station market! Whenever 

you're fishing for sales, there's more, 
much more to . . . 



grated by The Washington Post Broadcast Division : 

UXT Channel 4, Jacksonville, Florida WTOP Radio Washington, D. C. WTOP-TV Channel 9, Washington, D. C. 



WJXT 




JACKSONVILLE, FLORIDA 



An affiliate of the CBS Television Network 
Represented by CBS Television Spot Sales 



WRAP-UP 

NEWS & IDEAS 





NO, NOT CASTRO'S MAN: Bob Mandeville, a.e. at H-R Reps claims he's the only bearded 
spot salesman In N. Y. es Susan Gaine and Gall Thomas, both of H-R. admire his facial foliage 



I 



ADVERTISERS 



Chesterfield may pick up half of 
the INBC Radio's end of the week 
day Stardust strip at a weekly 
cost of about $20,000. 

i\BC Radio is still waiting to hear 
from the majority of its affiliates in 
regard to acceptance of the week day 
Stardust plan, whereby half of the 
Stardust segments (85) would be 
available for local sale. 

Campaigns at work: 

. The Miller Brewing Co. has 

set May and June as the months for 
its big push on High Life, with the 
campaign built around the theme 
"Good Taste Picks The Golden Six." 
During this two-month period, all ad- 
vertising will be devoted to this 
theme, including an all-new series of j 
transcribed radio commercials featur- 
ing the Sportsmen quartet. 

• On the sweepstakes side: Joe 
Lowe Corp., manufacturers of 
'Popsicle' gets underway, in April, 
with its Popsicle Railroad Sweep- 




HORSELESS CARRIAGE carries WWL-TV's 
m.c. (and guests) of its House of SAoei 
through New Orleans' Mardi Gras parade] 



TO CELEBRATE its first year of "color 
radio," WCPO. Cincinnati, sent these char- 
acters to downtown area, to promote event 




stakes— giving away 2,200 prizes to 
youngsters. The biggest merchandis- 
ing and advertising campaigns Pop- 
sicle has conducted will use tv spots 
by Yankee star Hob Turley, in kids' 
programs coast -to -coast. Agency: 
EWK&H. New York. 

• Another campaign ke\ed to a 
children's audience: Gold Medal 
Candy Corp. begins its six-month 
advertising drive for its Bonoino's 
Turkish Taffv. Backed by a 35^ 
budget increase. Gold Medal will use 
an intensified tv campaign in key 
markets throughout the country. The 
promotion, to extend through June, 
will employ one-minute commercials 
on personality-dominated children's 
shows. Agency: Mogul Lewin Wil- 
liams & Sa)lor. 

• Continental Wax Corp. will 
open its campaign for Six Month 
Floor Wax in six new markets early 
in March. Aimed at the spring house- 
cleaning audience, the new jingle will 
be aired on at least two radio sta- 
tions in each market, to be followed 
by tv spots. Agency: Product Serv- 
ices. New York. 



1 BEST FIGURE IN TOWN: So Jane Buechler 
I appears to promote WKYW, Louisville, in 
I station breaks, ads, and agency meetings 




Treasurer's report: Consolidated 
earnings for Colgate in 1958 amount- 
ed to $21,166 million compared with 
$19.93 million in 1957. World-wide 
sales for 1958 readied an all-time 
high of $531,017 million, compared 
with 1957 sales of $506.91 million 
. . . the Gillette Co.'s net earnings 
in 1958 increased to $27,565,182 as 
compared with 1957 earnings of $25.- 
910,570. Net sales for 1958 are clown 
about $1 million over 1957. 

Kiel's Beer continues, in 1959, to 
he the hest liked tv commercial, 
according to ARB's tv national re- 
port for Januai). 1959. 

Following Pie'lV Ma>po; Haunn's: 
Alka Seltzer; Posts Cereals; Dodge; 
Campbells Soup; Seven-Up; Chevro- 
let and Ford. 

Thisa n' data: The directors of 
Colgate will recommend, to the an- 
nual stockholders meeting 22 April, 
that its common stock he split 
three-for-one . . . Awarded: Les- 
toil's "Mr. Dirt" tv commercials won 
grand prize at the seventh annual 



Merit Awards competition of the Ad- 
vertising Club of Springfield. Mass 
. . . Whirlpool is in as one of the 
sponsors for the 1959 Mrs. America 
Contest, to be held 11-23 June in Ft. 
Lauderdale, Fin. 

Pepsi-Cola has set up a new mar- 
keting division, with these appoint- 

William Dnrkee. v.p. s will head 
the nt v division; John Soughaii, 
v. p. and director of marketing serv- 
ices; Charlie Baker, v. p. and direc- 
tor of promotion and Seymour Luw- 
terman, to head the market research 
department. ( For detail* on Philip 
llinerfeld, see page 88.) 

More personnel appointments : 
Sarn 1). Thompson, v. p. of the Bor- 
den Foods Co.. assigned the responsi- 
bility for developing and directing 
an industry relations program for this 
division of the Borden Co Rob- 
ert Gillen, Jr., named advertising 
manager for the bread dnision of the 
National Biscuit Co. . . . Warren 
Sehwed, to director of advertising 




FIRST ANNUAL TV AWARD given by KMTV, Omaha to architect Leo Daly (2nd left) lor 
using tv creatively to promote a public service function. Presenting the award, Gov. Ralph 
Broots, while Edward May (I), president, May Bdcstg., Harry Bannister (r) v.p., NBC, lool on 
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and public relations for Eureka Wil- 
liams Corp. ... J. Whitney King, 
to manager of sales promotion and 
advertising anil David Bernard, to 
general manager of sales for the Cali- 
co division of American Can Co 

Bryon Wardle, to the post of mar- 
keting supervisor for the Plastics and 
Coal Chemicals Division of Allied 

Chemical Corp Gerald Malison, 

lo sales supervisor and Keith Dres- 
ser, to field merchandising manager 
of I?. T. Babbitt. Inc. . . . William 
Mason, named v. p. of marketing: 
Robert Stuart. Jr., \ .p. in charge of 
the pel foods division and J. L. 
Spangenberg, director of commer- 
cial research for the Quaker Oats Co. 



Speaking before the KTES semi- 
nar luncheon in New York last 
week. Alexander Caiitwell, BBDO 
head of live programing, ex- 
plained the economic and pro- 
duction advantages of tv-tape for 
both network specials and com- 
mercials. 

On the network specials side, among 



the pre 



>adcast tap< 
3 these: 

• Accessibility of gathering the 
cast together at convenient times and 
dates. 

• Availability of studio or theatre. 

• Production values — advantages 
of the live techniques of using multi- 
ple cameras and the film technique of 
editing, inserting and shooting out of 
sequence. 

Speaking in favor of tape com- 
mercials (which is the kind now 
coming out of BBDO ) , Cantvvell not- 
ed this advantage: 

A situation that never existed be- 
fore can now be used; agencies can 
make local, live I<uys for national ad- 
vertisers where a local station can 
send to New York a pre-recorded 
commercial for approval. This gives 
the client and the agency a chance to 
see all local spots. 

"I don't believe that videotape 
will mean wholesale unemploy- 
ment for motion picture people," 
Cantwell concluded. "It just means 
a transition that will be easier if film 



idvantages he videotape, embrace i 



people, : 



of bei 



hostile to 



A book that might have widefelt 
repercussions in the marketing 
world is Dr. Burleigh Gardner's 
recently published "Working- 
man's Wife". 

The book surveys the activities^ 
habits, "life-style", group personality,! 
etc., of the wives of the blue collar^ 
worker — which Social Research, Inc.] 
(headed by Gardner) says makes i 
the largest group of women in thB 
United States. 

Perhaps a significant trend: EdJ 
ward II. Weiss, a highly markej 
and research minded agency heaffl 
quartered in Chicago, re-organize*! 
its merchandising operation la si 
week. 

The agency has done away with a 
marketing department per se, and the 
personnel therein: and the merchanl 
dising activity will be absorbed at 
the account level. 

New name: The Minneapolis agencj 
of Kerker Peterson Hixon Hayes, Inel 




Selling the Buffalo -Niagara Falls market 



I 



TRANSCONTINENT STATION 



became Kerker-Peterson last week, 
following the resignation of two v.p.'s 
— C. K. Hixon and Robert Mayes. 
New general manager of the agency : 
Robert E. Marlow. 

Agency appointments: C. Schmidt 
& Sons, Philadelphia, for its beer 
and ale, to Ted Bates & Co. . . . 
The California Cantaloupe Advisory 
Board, to Dancer-Fitzgcrald-Sain- 

ple, San Francsico The Formfit 

Co., to Tathani-Laird, Chicago, as 
an additional agency, MacFarland, 
Aveyard, present Formfit agency, will 
continue to serve the company. . . . 
The American Tea & Coffee Co., 
Nashville, for its American Ace 
Brand coffee and tea. to Nohle-Dury 
& Associates, Nashville. . . . The 
Dunbar Division of the Chemway 
Corp., Wayne. N. J., for its Zonitors, 
Pretty Feet and three new products, 
to Fletcher Richards, Calkins & 
Holden, Inc. . . . W. R. Grace & 
Co., Cryovac Division, to Kenyon 
& Eckhardt, Boston. 



People on the 
Cury, to senior 



Jeremy 
charge oft. 



creativ( operations and a member of 
the board, and J. Ross MucLennun, 
to senior v. p. and account group 
head, and member of the board at 
Ted Bates. (For details on Richard 
Pinkham. sec page <>o. I . . . Aaron 
IJeckvvith, program sales manager 
for ABC TV. joins BBDO as tv ac- 
count supervisor . . .Harry Way, 
appointed executive v.p. in charge of 
the New York office of EWR&R . . . 
Barrett Welch, v.p., elected to the 
executive committee; and Leo Kcc- 
gan, named associate director of re- 
search at SSC&B . . . Charles Al- 
len, to John W. Shaw, Chicago, as 
v.p. and account supervisor . . . 
Martin Devine, elected a v.p. of 
Compton . . . Wally Seidler, named 
executive v.p. of the Edward S. Kel- 
logg Co.. Los Angeles. 

More on the personnel front: 
Wallace Lancton, named account 
media supervisor at Product Serv- 
ices . . . Paul Schlesinger, to con- 
tract supervisor and David Wat- 
rous, account supervisor at Tatham- 
Laird, Chicago . . . Jay Russell, to 
Grey as account executive . . . Charles 



I'alton, to merchandising director of 
Guild, Bascom & Bonfigli . . . Betty 
Aht, to media director and Mary 
Kcvlin, to supervisor of facilities 
and personnel at Garfield-Linn & Co- 
Chicago . . . Mary Loeher, to BBDO 
as timebuycr . . . Koland John- 
stone and Arthur Seller, to ait 
supervisors at Y&R . . . John Allen, 
to production manager of radio /t\ 
programs at Perrin-Paus Co.. Chi- 
cago . . . T. R. Snyder and Gerry 
Germain, to account executives at 
B&B . . . David Elliot, named a v.p. 
and account supervisor at I)una\. 
Hirsch & Lewis, New York . . . Don- 
ald Mooue, Rcod Badgley and An- 
thony Cangcmi to account execu- 
tives and Janet Gallaudot, Frank- 
lin Moore and Jack Fuiks, to the 
copy department of SSC&B. 



A major step in tape programing 
for syndication was accom- 
plished last week as ISTA threw 
its weight into the new medium. 

These are the highlights of the 



REPEAT ORDERS in the nation's 14th market, as anywhere else, are the best evidence of television's 
selling ability. WGR-TV, NBC in Buffalo, is proud that 25 national and 21 local advertisers, who have used 
the station continuously since it started in 1954, have renewed for 52 weeks of 1959. 

These, and newer advertisers, will get even better sales results in 1959, as WGR-TV continues to provide 
better service for more viewers in the mighty and prosperous market known as the Niagara Frontier. 

Two recent developments that emphasize WGR-TV's continuing leadership in Buffalo are the installation 
of the first videotape equipment in the area and the purchase of a new tower-300 feet taller- 
to further extend its coverage in Western New York. 

For best results from America's most powerful selling medium, be sure to call Peters, Griffin, Woodward 
about availabilities in Buffalo. 

NBC • CHANNEL 2 • BUFFALO 

I l^ki 

i 

A 




ochfester.N.Y . WSVA,WSVA *V, Harrisonburg, Va.. WGR, *G»* tV, Buffalo • WNEP-TV, Seranton-V*|lk«S- 



campaign that started ofl XTA's 
1-,h km;2 up of tape: 

. Louis Melamed left CBS to be- 
come MTA executive producer. 

• ATA's Telestudios tape facilities 
and ?ales staff linked in a new cam- 
paign for what will be called "Living 
Tape." 

• Per. -onalities with past and 
tested appeal, such a* Mike Wallace, 
Bishop Sheen. Peter Potter were 
signed to do tape series. 

• Also, programs were planned 
with Henry Morgan. Alexander King 
and others. 

Plan for most of these programs 
includes exposure on NT A stations 
plus sale to other outlets. 

Transfer: Guild Films has acquired 
ownership of Hal Roach feature films 
plus tv film programs currently in 
production at that studio. 

Sales: ABC Films reports following 
sales of J. Arthur Rank feature film 
packages: Festival 35 to WHDH-TV, 
Boston; WTJV, Miami: WGAL-TV, 
Lancaster; WDAU-TV, Wilkcs-Barre; 
WMAR-TV. Baltimore; KTVTJ. San 
Francisco; KOMO-TV. Seattle, and 
WNEW-TV. New York; also, Special 
six to WBRZ-TV. Baton Rouge. 
KDKA-TV, Pittsburgh: WSM-TV. 
Nashville; KHSL-TV. Chicago: KOA- 
TV. Denver; WREC-TV. Memphis: 
KC11-TV, St. Louis, and KROC-TV. 
Rochester. 

More Sales: ITC's first network sale, 
which switches The Gale Storm Show 
from CBS TV to ABC TV, is re- 
portedly a $5 million deal involving 
repeats of the show in day time sched- 
ule plus new production for an 
evening time slot. 

Merchandising : Sid Rubin, former 
head of CBS Television Enterprises, 
has set up his own licensing offices 
. . . UAA's Asociated Artists Enter- 
prises is merchandising a Popeye 
pipe. 

Promotion: A wide variety of local 
syndication promotions by sponsors 
and stations reported by Ziv on Sea 
Hunt include Harmony Dairy's spe- 
cial milk package tied-in with WBNS- 
TV, Columbus; a 26 station western 
area promotion by Standard Oil of 
California (See SPONSOR, 20 Decem- 
ber 1953): dealer aids by Heileman 
Brewing in 8 northcentral markets: 
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you can^ell if it has 




This spot's got it! Beauty. . . brilliance ... a car commercial 
with ut/G^W- Tlf-t#u&^ / 

Client: Plymouth 
Agency: Grant Advertising 
Producer: MGM-TV 




This spot's got it ! Scope . . . sincerity ... a cigarette commer- 
cial with ^/iac M&M-rV-tou^/ 
Client: Viceroy 

Agency: Ted Bates Advertising 
Producer: MGM-TV 



BILL GIBBS, D'rectc 
and Industrial Films, MGM-TV 
Culver City, Calif 

SAN FRANCISCO: PR 5-1613 

LOS ANGELES: Bob Fierman-TE 0-3311 

NEW YORK: Jack Bower, Phil Frank, JU 2-2000 

CHICAGO: Bob McNear, Fl 6 8477 



3VEG-3VEITVI 
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you canjseUjif it has 




This spot's got it ! Mood . . . atmosphere ... a coffee commer- 
cial with -t^aC MGM-TV-tocccA^/ 

Client: S&W Coffee 
Agency.- Honing-Cooper-Harrington 
& Miner 
Producer: MGM-TV 




This spot's got it! Charm . . . conviction ... a hair-coloring 
commercial with ^AaC &Af-TV-C<HccA^ / 
Client: Clairol 

Agency: Foote, Cone & Belding 



Producer: MGM-TV 



BILL GIBBS, Director of Commercial 
and Industrial Films, MGM-TV 
Culver City, Calif. 

SAN FRANCISCO: PR 5-1613 
LOS ANGELES: Bob Fierman-TE 0-3311 
NEW YORK: Jack Bower, Phil Frank, JU 2 
CHICAGO: Bob McNear, Fl 6-8477 




special events 
more: telephoi 
TV, Dallas; i 
Kroger supcri 



WHAL-TV. Haiti- 
mmotion 1»> K.RLD- 
tore campaigns by 
conjuiiclioi 



with WKHC-T\', Cincinnati: fan 
clubs by General Baking on W11AS- 
TV, Louisville: restaurant promo- 
tions by B.islol-\l\ers and Sun Oil 
through WCUS-TV. New York: plus 
skin diving events h\ other stations 
. . . Publicity on Bernard L. Schu- 
bert's While Hunter include.-, a fea- 
ture in TV Junior magazine. 

Programs: Ofhcial Films will trans- 
form the KTLA-TV tape 
lice Station into a film |>r< 
dication. 



I'o 



Success 
WATR-TV. 



News service: CBS Vwsfdin re- 
ported sold in 170 V, S. and foreign 
cities, latest sales being to WRVA-TV. 
Richmond. Va.: KFBB-TV. Great 
Falls; WABI-TV. Bangor: WAGM- 
TV, Presque Isle, and educational 
station KETC in St. Louis. 

Business films: The f( 
Quentin Reynolds" Opt 
started last week 
Waterbury, Conn.: the new series will 
cover companies in cooperation with 
Industrial Publishing Corp. of Cleve- 
land. 

More production: United Artists 
TV has started filming on the second 
of five new programs. 77;c Dennis 
O'Keefe Show. 

l'os»'48 films: WCBS-TV. \ew 
York, has acquired six post-P) III Tar- 
zan films in a buy of 1<> features from 
Banner Films: twehe of the Tarzan 
])ictures were made h\ KKO, fne by 
MGM and one In 2()th Centnn Vox. 
> 

Locution production: 1'fC's new- 
series, Treasury Agent, is reported to 
be the first tv film series to use Wash- 
ington, D. C. backgrounds: produc- 
tion started last week. 



Commercials: Carlise. W 
and Dunphy reports a number 
novations in film technique f<> 
mercials, including the use of ilh 
tions instead of descriptions i 
shooting board, and a reflected 
tent within which actors perfor 
eliminate light reflections am 
on metal products. 

Tape: CBS TV tape eoiim 
clients in included the fol 



»f in- 
com- 



glan 
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automotne— Mercury. 
. hd.-el and Good) ear; drugs 
luetics Revlon and Mennen; 
- Kent: appliances and hard 
General Electric. Remington 
rt'estinghouse, Philco. Kodak, 
x and Schick; food— General 
ind General Mills: soaps and 
•s — Colgate. P & G, Lever 



NETWORKS 



ABC TV tins v 
trade to take a 1 



ek invited the 
>k at the dollar 
has made since it 
953 with Paramount 



nstrong Cork. V. 
:h Plate Glass; t 
e the Florists Deli 



The invite was in the form of a 
statistical comparison over the five 
• and sup- s earg between itself and the other two 
S. Steel. networks. 

Iso using Highlight of the comparison was in 

en Ser\- the area of gross hillings which 
showed these differences: 




SO FAR AHEAD 

in the Johnstown-Altoona Area 

The leader, away out in front, is WJAC-TV 
ahead of its nearest competitor, WFBG-TV, 
by nearly 3 to 1 in station share of audience, 
sign-on to sign-off, all week long. 



These figures, from ARB, Novem- 
ber 19-25, 1958, prove once 
again, that WJAC-TV is the dom- 
inant station in its area. 

.04 



WJAC-TV WFBG-TV WARD-TV 

The Johnstown-Altoona Coverage Area encompasses over one mil- 
lion television homes in 36 counties in Western Pennsylvania, 3 
Maryland counties and 2 West Virginia counties. 

no question i 
. . WJAC-TV i's the station 
iewers prefer. And WJAC-TV 
; the one to buy because 
people watch- 
II day, every day! 




Get full details from your KA7Z man! 



SHARE* SHARE 
9.3% 18.2% 
42.8% 43:7% 



Network programing notes: On 
NBC TV, a new one-honr Western 

hegins production in Virginia City, I 
Nev., dubhed Bonanza, for air 
next season. ... At ABC TV: The I 
Gale Storm Show, 01 Susanna, moves 
from CBS to American in April, as a 
weekday daytime feature. In the Fall, 
the show will be broadcast in prime 
evening time. ... In production! 
for ABC TV: Adventures in Para 
dise, one-hour adventure drama 
based on stories by James Michener, 
to debut late in September, in the! 
{3:30-9:30 time slot, Mondays; The 
Alaskans, one-hour adventure sei 
set in the Yukon, in 1898, planned 
for a fall start in prime evening time. 
. . . At CBS TV, Arthur Godfrey 
is set to replace Edward R. Murr 
on Person to Person for next seas 



Network business notes: New and! 
renewed business for ABC Radio 
totals $1.5 million, including thes 
new sponsors: Davidian Seventh Day! 
Adventists, Fred Fear & Co., Mr. J 
Softee and Syn-Tex Chemical Co. . . J 
On ABC TV, four participating ad-J 
vertisers: Carter, for jubilee U.S.A.M 
Colgate, for Colt .45; Elgin, 
American Bandstand and R. J J 
Reynolds, for Cheyenne and Sugar-I 
foot. 



RADIO STATIONS 



Shades of Great Northern's nieinJ 
orahle dramatic series in radio! 
at the turn of the '30s: the Union] 
Pacific is sponsoring a 45-min- 
ute weekly show over WMFT-FM, 
Chicago. 

The contract's for 26 weeks via| 
Caples. The railroad has be 2 n us 
two or three spots a night over the 



RAB has prepared a booklet ex- 
pressly for the Ford Motor CoJ 
to sell local dealers on the value 
of radio advertising. 

Ford has mailed this primer to its' 
7,000 dealers, explaining why the 
auto maker uses radio and how 
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on, ' e Adapted by dealer* Wall) to 
help increase sale?. 

Reactivation of the issue of hard 
liquor advertising on the air: 

Following the discontinuance of 
Nil vens Vodka commercials on 
WCKB. Boston, the station got this 
reaction from listeners: About 80% 
of the letters received decried the 
h\pocric> (a* the station put it) of 
radio and t\ in refusing to air liquor 

The broadcast appeals for puhlic 
opinion was made at the request of 
the Saokel Co.. Nuyen's agency, after 
a mid\\a\ cancellation of the liquor's 
26-week contract with WCKB. 

Said the station's president: "This 
-ample of public opinion we believe 
indicative of national thinking. We 
still feel the whole situation should 
come up for reappraisal by the 
NAB." 

Ideas at work: 

. How WSAI, Cincinnati, pro- 
moted its newest personality: Station 
purchased spot announcements on 
two rival stations, providing copy 
identical to its own promotional spots. 
The theme, "Doc Holliday is coming 
to town." was used as a teaser cam- 
paign with no call letters mentioned. 
"Doc" Holliday is no relation to the 
old Western character. 

• They've got a new. streamlined 
method for preparing logs: WE AW, 
Evanstown. has speeded up program 
log writing, cut clerical costs, and 
keep time salesmen in the field full) 
informed of time available for sale 
via the use of Burning Copyflex 
diazotype — developed by the station s 
president. The copying machine, with 
translucent acetate film, reproduces 
the required quantity of program 
logs, leaving room for sales and last- 

♦ Now you're a 'Moose Milker': 
That's the new cluh formed by d.j. 
Throckmorton of WLOL, Minneapo- 
lis-St. Paul. It started out as a gag, 
but in a couple of weeks nearly 1.000 
requests for membership came into 
the station. This prompted the print- 
ing of cards dubbed the 'Moose Milk- 
ers Club of Minnesota.' 

. Record Davs promotions: 
WOWO, Ft. Wayne, held its Gold 
Record Day last week, playing only 
those records selling a million or 
more copies. To herald in the event, 
an all-gold parade in the shopping 



area preceded it, with station d.j ."s 
riding in gold convertibles, and hand- 
ing out gold gimmicks . . . WMAZ, 
Macon, Ga., saluted the record indus- 
try last week by honoring, each day, 
one record company or one distribu- 
tor. Company representatives ap- 
peared in the studios as guests, with 
their top recording artists calling the 
station and having their conversa- 

• Two off-beat promotion stunts 
at WIP, Philadelphia: To highlight 
the return of a d.j. after a five-year 
hiatus, an all-night Radiothon was 
set up at sponsor Broad Motors show- 
rooms, with on-the-air promotions 
preceding it. Results: 3.000 people 
turned out for the event. The other 
stunt: d.j. Jack Pyle's traveling sales- 
men club continues to draw member- 
ship and has held two events in its 
three-months existence — a dinner and 
a "beer bust," attended by some 
1,000 men. In the works now, a 
weekend at a Pocono mountain resort 
for the traveling salesmen and their 



On the fin front : Robert E. Lee, 
of the FCC, delivered the keynote ad- 
dress last week at a dinner marking 
the 30th anniversary of WHDL-AM 
& FM, Olean, N. Y. 

Prophecied Lee: Fm will replace 
am radio communication in peace 
and war. with revitalized fm show- 
ing signs of "being the future serv- 
ice of radio." 

Station purchase: WCUE, Akron. 
Ohio, to Ted Estabrook, program 
producer and director and Jack 
Valdes, late of BBDO. 

Thisa 'u' data: The Electric 
League of Los Angeles, covering 
seven Southern California counties, 
reports that this market enjoyed the 
biggest December in years, with ra- 
dio set sales for 1958 up almost 7% 
over 1957 . . . Fm'er, KBIQ, Los 
Angeles, went on the air last week, 
with top recording artists sending in 
congratulatory taped messages . . . 
Business note: WIP, Philadelphia, 
has linked a deal for sale on its 
fm facilities via a 52-week con- 
tract with Curtis Puhlishing Co. for 
15 spots per week, across the board 
. . . Even though they're far away: 
WINS, New York, will air the San 
Francisco Giant baseball games dur- 



ing the 1959 season via a telegraphic 
report from the ball park. 

Kudos: Richard Taylor, of KFIV, 
Modesto, Cal., named the "Outstand-j 
ing Young Man" by the city's Jr. 
Chamber of Commerce . . . Jim] 
Monroe, news director of KCMO, 
Kansas City, cited hy the national] 
board of the English-Speaking Union i 
for promoting better understanding! 
between people of the U.S. and thosJ 
of other English-speaking countries! 
. . . Jim Lange, of KGO, San FranJ 
cisco. proclaimed the first "Honor-] 
ary Mayor" of the city by Mayor] 
George Christopher . . . Mayor Wag-J 
ner presented the New York City] 
Safety award citation to WABC per-j 
sonality Del Sharbutt . . . WWRLJ 
Woodside, N. Y.. cited for outstand- 
ing community service in promoting! 
the Heart Fund Drive . . . KYW-AM 
& TV, Cleveland, received the radio 
and tv Airpower Awards given byj 
the city's chapter of the Air Force! 
Association . . . Benedict Gimbel, 
Jr., president of WIP. Philadelphia] 
got these titles upon visiting Louis- 
ville: Honorary citizen of Louisville;! 
a special citation from Kentucky's! 
Chamber of Commerce and Honor- 1 
ary Ambassador of Good Will fofl 
Kentucky. 

Station staffers: Bill Mason, ap-j 
pointed farm program director foil 
WLS. Chicago . . . James Snyder,, 
new head of WBC's Washington 
News Bureau . . . Kenneth Manley, 
to assistant manager of WCSH, Port- 
land, Me. . . . Diana Loomis, named! 
director of publicity and public rela- 
tions for KFWB, Hollywood . . J 
Herb Carl, to station manager of 
KENS, San Antonio . . . Norman | 
Keats, named general manager of 
KFXM, San Bernardino, Cal. . . . 
Rov Cordell, to director of opera- 
tions for both KFXM and KAFYj 
Bakersfield ... A. II. Christenseii 
to sales promotion and advertising 
manager of KP1X. San Francisco. I 

Add station staffers: Herbert 
Golombeck, to manager of KOWH, 
Omaha . . . Bill Clark, named 
program director of KING, Seattle! 
. . . Dirk Schaeffer, to direc- 
tor of public relations and continuity! 
for WWBZ, Vineland, N. J. . . . Rus-, 
sell Hoffman, promoted to station 
manager and Howard Hodgkins toj 
program director, KDUO, Hollywood 
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RADIO KPQ CETS 
RESULTS .... 



2-1 




And We Challenge All 
other North Central 
Washington Media To 
Disprove Us! 

Strong Statement? Yes . . . 
But, KPQ is prepared to bade 
that claim . . . with $MONEY 
on the line. 
(In Five Years, No Takers) 

When you buy Inland Washing- 
ton, Why waste money testing? 
Use the ONE MEDIUM that 
produces 2 to I. 




5000 MIS 
560 K.C 
WENATCHEE 
WASHINGTON 



PORTLAND & SEATTLE REPS 

Art Moore and Associates 
NATIONAL REPRESENTATIVES 
Weed and Company 



. . . Jerry Miller to program direc- 
tor and Doug China to production 
director, KONO, San Antonio . . . 
Thomas Carroll, to business man- 
ager of WFMB, Indianapolis . . . 
John Collins, to director of mer- 
chandising and sales at WORC, Wor- 
cester, Mass. . . . Five staff appoint- 
ments at WIS, Columbia, S. C: 
James Whilaker, to regional sales 
manager; John Wrisley, to direc- 
tor of local sales and program plan- 
ning; Howard Hamrick, program 
director; John Thorne, program 
manager and Homer Fesperman, 
announcer-producer for the station. 
. . . Don Hayes, new station man- 
ager of WKAZ, Charleston-Hunting- 



REPRESENTATIVES 



New rep firm: Bernard Ochs, until 
recently general manager of Forjoe 
& Co.'s Southeastern office, has 
formed The Bernard I. Ochs Co. 
as a Southeastern rep for radio and 
tv stations. Location: 1401 Peach- 
tree St., N.E., Atlanta. 

Rep appointments: WTTG, Wash- 
ington, D. C, to Peters, Griffin, 
Woodward . . . KSRO, Santa Rosa, 
Cal., to George P. Hollinghery Co. 
. . . WOKO, Albany-Schenectady- 
Troy, to The Branham Co. . . . 

KCEE, Tucson, to Forjoe & Co 

CKNW, New Westminster. B. C, to 
Young Canadian Ltd., as its U.S. 
rep . . . WWSC, Glens Falls and 
WSPN. Saratoga Springs. N. Y., to 
Devncy, Inc. 

Strictly personnel: Austin Smith- 

ers joins AM Radio Sales as a sales 
account executive in the East . . . 
Fred Bernstein, appointed v.p., . 
general manager of the New York- 
Eastern sales division of Forjoe & Co. 
. . . Peter Childs, to manager of the 
, San Francisco office; Andrew Mur- 
phy, John Blessington and Ed- 
ward Keady, to the New York tv 
sales staff as account executives for 
the Branham Co. 



TV STATIONS 



Both CBS TV and ABC TV have 
taken legal steps to upset the 
FCC's decision which required 
candidates for puhlic office to 



get a crack at the screens every I 
time an incumbent who is run- I 
ning for re-election is shown on I 
tv. 

The case grew out of the demand I 
of a candidate for the Chicago mayor- I 
ship for equal time after WBBM-TV | 
had shown Mayor Kelly in a n 
strip. 

Ideas at work: 

• Lost and found: Tv was able 
to come to the aid of a 13-year-old 
amnesia victim and find his parents 
the other night, via KDKA-TV, 
Pittsburgh. Boy was presented to 
viewers before the 11 p.m. newscast, 
and six minutes later, his family i 
located. 

And on the promotion front, 
KDKA-TV is sending a storyboard 
presentation to all agencies and cli- 
ents describing 15 of its promotio 
and publicity campaigns, and stress- 
ing summer and winter activity at the 
station. 

• Taking the cue from a national 
habit: WTCN-TV, Minneapolis-St. 
Paul, has turned the common enjoy- 
ment of an evening snack while 
watching tv, into a new promotion. 
The idea: Joining forces with a local 
firm which delivers coffee, sandwiches 
and pastry, the station is offerir 
free tv night lunch to the household, 
if the tv set is tuned to WTCN when 
the deliverers knock. It's being pro- 
moted via 10- and 20-second spots. 

. WCKT-TV, Miami, sent s 
small box containing an aspirin to 
all newspaper people in the are£ 
remind them to watch M.D. Interna- 
tional. 

• KYW-TV, Cleveland, and one 
of its advertisers, Hough Bakery, held 
this promotion gimmick last week: 
the bakery made a "Barnaby" cookifl 
fashioned after the station's personal- 
ity, and via several spots on the sta- 
tion, offered it free to children com J 
ing to the stores. Results: 80,000| 
cookies were given away during a 
10-day period. 

David A. Lown, late of NBC as 
director of the TeleSales dcpartjl 
incut, is joining, as president andl 
chief operational head, Intcrcon-| 
tincutal Tv, S.A., a European com-1 
pany set up to service American tv 
productions in Europe and throughJ 
out the world. 

{Please turn to page 76) 



5°> 



SPONSOR • 28 FEBRUARY 1959' 



How dominant can you be? 
In the 3 -V- station Atlanta market 

the WSB -TV share of sets in use 
as shown by January ARB . . . 




Sign-on to sign-off. Sunday through Saturday — • the ichole works! 
While WSB-TV racked up 45.4^ of the sets-in-use. station B 
marely made the thirties, station C iras in the loir twenties. Even 
more dominating is the WSB-TV position in audience ratings. Of 
the 452 quarter-hours measured WSB-TV led in 56. 1 1 r of them. 
Check the records — it's the same story month after month. Cer- 
tainly your advertising in Atlanta belongs on WSB-TV. 



WSB TV 



sented by Edw. Petr> 
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WSJS 

TELEVIS10H 

WINSTON -SALEM 

Put your salesman where impulses to buy get started 
... in the 783,232 households of WSJS television's 
buying market, the 75 Piedmont Counties in 
Xorth Carolina and Virginia, 



^■Winston-Salem 
for j Greensboro 
^High Point 



Call Ueadleu-Reed 



0 
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IF hat's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



28 FEBRUARY 1959 House Commerce Committee chairman Oren Harris (D., Ark.) did more this 

copyright 1959 week than formally reconstitute his Legislative Oversight suhcouimiltee: He an- 
sponsor iiuuiued iiiiother of his committee's sub-groups would look into uses of the spec- 



Harris was tight-mouthed about Legislative Oversight, 
probes would start or what they would cover. The House i 
for the new investigations. In the two years of the previous Co 
ill is purpose. 

Harris also introduced what was, in effect, llie official coiim 
practices. He was, in short, a busy man. 



He refused to say when new 
to be asked to put $200,000 
ngress, $300,000 was spent for 

littee bill on regulatory agency 



The spectrum study proposed by Harris for the House Commerce communica- 
tions subcommittee steals a march, both on the White House and on the Senate 
Co lerce Committee. 

Last year, the Senate passed a bill calling for a study of military spectrum uses. The 
White House intervened, and in the Harris committee the bill was amended to include study 
of all spectrum uses, including commercial radio and tv. The bill never passed. 

Now the Office of Civilian Defense Mobilization recommends an over-all study by a com- 
mission to be White House appointed. The Senate Commerce Committee also wants a study, 
but it would like the commission to be appointed by Congress. It feels Congressional ap- 
pointees would be much more sympathetic to the radio/tv industry. 

Harris thinks he has the argument settled in advance, with plans lu conduct the in- 
quiry through his Coiunmnieatious subcommittee, which ean he relied upon to 
he friendly to broadcasting. 

The Harris reform bill for federal regulatory agencies differed very little from 
the measure Harris introduced last year, but did not push. 

There would be fines and jail terms for attempts to influence Commissioners improperly. 
All contacts with federal agencies would have to go on the public record, including any from 
Congressmen. 

Members of the regulatory agencies would elect their own chairmen, instead of present 
appointment by the President. The law would be made clear that the President may fire a 
commissioner for malfeasance. 

The specific authority FCC commissioners, alone, now have for acceptance of fees and 
honorariums would be revoked. 

The special hearing on the award of Boston channel 5 to the Herald-Traveler 
hasn't uncovered scandals on the order of Miami channel 10. 

Most of the big names in Congress and Government seem to have been mentioned, but 
there is no evidence that any took action with respeet to the bitterly contested Bos- 
ton channel. So far, at least, the rumors of intense political interposition has proved a wet 
firecracker. 

A bill to exempt from excise taxes that portiou of the [trice charged retailers, 
which is marked off to co-op advertising, has been introduced by Rep. Don Mag- 
iiiison (D., Wash.). 

This would countermand a recent Internal Kevenue ruling to the opposite effect which has 
disturbed radio/tv and appliance dealers. 



SPONSOR • 28 FEBRUARY 1959 



71 



3 FEBRUARY 1959 

Copyright 1959 
SPONSOR 



Marketing tools, trends, news, I 
in syndication and commercial^ 



FILM-SCOPE 



A number of cigarette brands which have never used syndication are l 
closely studying the patterns of their syndication-oriented competitors. 

The new importance of tobacco spending in syndication is underlined by a Ziv study 
on Mackenzie's Raiders, which revealed alternate week tobacco advertisers are in 13 of 
the 20 largest U. S. markets. 



There may be trouble on the horizon for more than one quarter in syndication as the r 
suit of a couple disturbances last week. 
These upsets were: 

• MCA found Lloyd Nolan momentarily shying away from making more than 26 episodes 
of Secret Agent 7 — or the number he had originally contracted to do. 

• Guild Film, already enmeshed in lawsuits, became the target of threatened suits by pro- 
ducers claiming they lost revenue when Guild bartered instead of selling their films. 



Look for station groups to become an increasingly important factor in the pro- 
duction and sale of video tape programs. 

Westinghouse as part of its overall policy of promoting informational and education pro- 
grams has two new tape properties, Youth Wants To Know and American Forum. 

WNTA-TV — in association with Telestudios and the NTA sales staff— will try to move 
programs built around personalities such as Bishop Sheen, David Susskind, Mike Wallace, 
Peter Potter. 

Prices in tape syndication will likely be very reasonable at first to encourage the r 
medium, running as low as 50% of film prices. 



Feelers by CBS Films on the possibility of distributing MGM or 20th Century- 
Fox production in syndication were extended last week by Merle Jones. 

Note that while both these majors have stepped up tv filming schedules for the coming sea- 
son, neither has any thorough sales tie reaching into syndication. 



There's a definite move afoot by distributors to commit themselves to an 
tire series this coming season rather than selling from pilots. 

Consequently, with contracts written for 39 shows the syndicators have been trying more 
than ever to make network sales before putting programs through the alternate syndication 
route. 

Availabilities to the local and regional buyer of tv film will therefore not be known in 
many cases until late spring this season. 



Film prices since 1953 have fluctuated upwards only slightly, according to 
Michael Sillerman's Kansas City talk last week. 

He reported representative prices in that city to have been $325 in 1953, $400 in 1954, 
$325 in 1955, $300 in 1956 and $375 in 1957 and 1958. 
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FILM-SCOPE continued 



The relative impact of iniiiiitc commercials within syndicated programing and 
within feature film strips is now hcing analyzed and compared hy one of tv's 
largest spot spenders. 

Initial difficulties caused by the exhaustion of new supplies of feature films were com- 
plicated this season by widespread buying of minute spots in half hour syndica- 
tion in prime time. 

Interest in the question from the station point of view is largely along network family 
lines with CBS affiliates having the heaviest investment in feature films and with NBC stations 
tending to have the lightest programing of features. 



With syndication selling prospects on the upbeat, a number of distributors arc 
being enticed back into first-run production for the fall. 

Among these are Official Films with Police Station, Bernard L. Schubert with Counter- 
spy, Flamingo with Deadline, and other distributors which have been out of first-run selling 
for a few seasons. 

A live-plus-fihn pattern in syndication is continuing in the area of children's 
programing. 

Local hosts for Bozo the Clown, for example, have been specially trained in Holly- 
wood for WGN-TV, Chicago and other stations. 



COMMERCIALS 



An agency check on New York stations last week revealed wide variation in 
acceptance and in charges for handling tape commercials. 

Present policies regarding announcements on tape are as follows: 
WCBS-TV: will take tape only within programs; charges vary. 
WRCA-TV : charges $100 extra for tape plus rehearsal costs. 
WABC-TV: will not accept tape commercials. 
WOR-TV: charges $50 fee. 

WNEW-TV: no charge where use is unrestricted. 
WPIX-TV: charged $15 fee. 
WNTA-TV: no charge for nighttime use. 

Note that in some cases the tape handling charge is such a large fraction of morning 
time that for the moment tape will be economical only during prime hours. 



The next big obstacle producers will have to overcome in getting into tape is 
acquiring a staff that has technical experience. 

Up to now there have barely been two networks and one other producer that have been 
able to do the business to give their technicians needed know-how. 



Commercials flashes: H. Williams Hainiicr is new president of Wilding of Chicago 
. . . Peter Cooper, of Robert Lawrence Productions, criticized animation studios for ''playing 
it safe with a style that worked before" . . . Playhouse Pictures of Hollywood received a 
medal and an award from Los Angeles Art Directors Club for Ford and Esso commercials 
. . . Music Makers of New York reports that representation offices in Chicago, Pittsburgh 
and San Francisco will be opened shortly . . . Traiisfihn stock is now being traded for the 
first time on the American stock exchange . . . Klacger will produce a documentary for 
Prestone. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



28 FEBRUARY 1959 Discount as completely misleading the report that a prominent rep has been re- 

copyright i95s vamping his sales staff as an economy measure. 

sponsor If there's one distinguishing mark about the man it's this: In his years as an operator, 

he's always laid out heavily for good personnel. 

Looks like Lawrence Welk won't be spreading himself too thin next season. 
His Wednesday night spot has been made available for sale. But his record of two 
hours a week still tops the achievements of his radio counterpart — Wayne King — ' 
who at his peak was doing three half-hours a week for Lady Esther. 

A Chicago agency with a hefty stake iu spot is gathering statistical ammunition 
to fire at reps for alleged servicing neglect. 

The agency's media chief figures that his agency accounts for at least 10% of the 
business placed in Chicago; his gripe is that he's not getting 10% of the reps' atten- 
tion when it comes to follow-through. 

An agency with a soft goods account heavy in tv is still losing money on it 
after two years because: 

• Every time the v.p. in charge of the account goes calling on the client for a conference 
lie hauls along 20 to 30 people from the agency. 

• The client himself is noted for the personal kick he gets out of such attention. J 

The producer of the recent Edsel commercial series found out how costly it can be 
if you don't protect yourself in union conflicts of authority. 

It happened that the studio he normally used was too small to take care of all the 
cars he needed in the demonstrations; so he leased a larger studio; but as it turned out, this 
was under the jurisdiction of a second stagehands' union. 
The upshot: 

He had to pay for a second crew which did nothing but stand around. 

The bartering of plane passages for time has become a thriving market for 
the I-can-get-it-for-you-wholesale gentry. 

The gimmick in its manifold ramifications works this way: 

A middleman learns from a station that it will swap so many dollars in airline tickets 
for so much time. The airline and the station issue checks to each other for equal 
amounts. 

The middleman buys the tickets from the station at 20-25% discount and sells 
them for 10-15% below the face value. 

What piques ad agencies with airline accounts: 

The swap money is deducted from the ad budget; agencies write the commercials 
involved at cost plus 15%. 

In any event, the advertiser cuts himself off from an evaluation of what he's ac- 
tually getting in spots for his tickets. 
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WRAP UP 

(Cont'd from page 081 

Equipped with mobile t\ and \ ideo- 
tape recording equipment. Intercon- 
tinental will make it possible for 
American tv producers and networks 
to roam Europe and the world for 
new program material. 

Thisa V data: WKY-TV, Okla- 
homa City, uncrated its first video- 
tape machine on camera, with the 
chief engineer explaining its capabili- 
ties to viewers ... In addition to its 
recent gift of $4,000. KPIX, San 
Francisco, last week presented educa- 
tional tv station KQED with 47 
pieces of tv equipment . . . Business 
note: KMOX-TV. St. Louis, is 
writing and producing a one-hour 
documentary to be narrated by CBS 
News' Douglas Edwards, scheduled to 
premiere in May and sold to Commu- 
nity Federal Savings & Loan Asso- 
ciation. 



Kudos: Hugh Terry, president 
and general manager of KLZ-AM & 
TV, Denver, has been named to the 
newl) created National Journalism 
Hall of Honor at the University of 



COAST LINE PICKS 
JACKSONVILLE 

I? 



The Atlantic Coast Line Railroad has 
picked Jacksonville for its new 17- 
story headquarters office building. 
The Coast Line's choice of Jackson- 
ville is evidence of their faith in the 
State of Florida's Gateway City and 
Jacksonville is enthusiastic over this 
latest addition to the rapidly expand- 
ing North Florida economy. 




Missouri . . . Larry Walker, presi- 
dent and general manager of WSOC- 
TV, Charlotte, N. C, honored by the 
National Conference of Christians 
and Jews for "outstanding leadership 
in advancing brotherhood" . . . J. C. 
Kellam, general manager of KTBC- 
AM & TV. Austin, selected the 
"Young Man of the Year" by the 
Jr. Chamber of Commerce . . . Rob- 
ert Breckner, v.p. in charge of pro- 
grams at KTTV, Los Angeles, named 
president of the Michael Burke Foun- 
dation. 

On the personnel front: Roger 
Shaffer, appointed national sales 
manager of WSPA-TV. Spartanburg 
. . . H. Taylor Vaden, appointed 
sales promotion and advertising man- 
ager of WJZ-TV, Baltimore . . . Wil- 
Ham McGowan, to the news staff of 
WCSH-TV. Portland. Me. . . . Jack 
Downey, named executive producer 
of KMOX-TV. St. Louis . . . Jack 
Fox, to local sales manager of 
WNBC-TV, Hartford . . . Dick Fair- 
hanks, to national sales manager of 
KTVH, Wichita . . . Dong Dnper- 
ranlt, to the promotion department 
of WTAR-TV, Norfolk . . . Barbara 
Wilkens named director of sales 
promotion for WNTA-AM-FM-TV. 
New York. 



LEO BURNETT 

(Cont'd from page 34) 

in the center of the state between 
Detroit and Grand Rapids. 

His father was a dry goods mer- 
chant, but Burnett as a boy hung 
around the local newspaper offices 
and learned printing and typesetting. 
After he graduated from high school 
he didn't have enough money for 
college so he taught a one-room 
country school for a year. 

At the University of Michigan he 
was active on the college newspaper, 
the Michigan Daily, and other campus 
publications. He majored in English 
and his favorites in those days were 
Kipling and 0. Henry. He also had 
an English professor who insisted 
that the class read the New York 
World, then in its greatest days with 
such columnists as F.P.A. and Hey- 
wood Broun. 

His dream as a college senior was 
to go to New York, 0. Henry's 
"Bagdad on the Subway," and be a 
reporter on the World. But due to a 
twist of fate he found himself after 



college a reporter and feature writer 
on the Peoria Journal. 

A year in Peoria extinguished his 
journalistic ambitions and a Michi- 
gan classmate provided the key to his 
real life's work. 0. B. Winters, later 
a famous creative executive at Erwin 
Wasey, had gone directly from college 
into advertising. He wrote such glow- 
ing accounts of its promise and pros- 
perity that Burnett got in touch with 
his old English professor to ask 
whether the University ever received 
requests from big companies to fill 
advertising jobs. 

The answer came back by return 
mail. The Cadillac Motor Car Co. 
wanted some one to run its house 
organ. Burnett moved to Detroit, and 
in two years was in charge of Cadil- 
lac's advertising. In this spot he met 
Theodore F. MacManus one of his 
first and greatest advertising heroes. 

After a short spell in the Nay 
during World War I, he returned to 
Cadillac, but shortly thereafter be- 
came advertising manager of the ill- 
fated Lafayette car with headquarters 
in Indianapolis. When the Lafayette 
was changed to a low-priced car and 
moved to Racine, he joined the Indi- 
anapolis agency of Homer McKee, 
and built up a solid background of 
all-round advertising experience be- 
fore opening his own shop in Chicago 
in 1935. This was followed by four 
years in charge of creative work in I 
the Chicago office of Erwin Wasey. 

Such a rugged apprenticeship c 
trasts sharply with the training which 
young admen receive in the Burnetii 
Co. of 1959. 

Here is the way Burnett sums up 
their selection and training program. 
"To describe how we find new, youngj 
creative people would show us asj 
completely confused and disorganized! 
as every other agency. But find themj 
we do. 

"When we locate them we put them 
to work under an experienced super^ 
visor and let them learn by doing! 
They attend plans board meetings 
where they have an opportunity toj 
observe the thinking (or lack of it) | 
of our best people. They are sent toj 
the Coast and to New York to watch! 
the production of commercials in the! 
hope that it will reduce the amountl 
of unproduceable ideas. This last is 
done not by chance but by a deliber-1 
ate one-year plan which assures 
promising young writers of at leasts 
(Please turn to page 80) 
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10 

out of 

10 

top 
rated 
half- 
hour 
syndicated 
film 
series 
are 
seen 
week 
after 
week 
on 

KERO 

A very moving picture, indeed! 
Now is the time to put 
your accounts that sell 

their products throughout 

KERO-TV BAKERSFI ELD SERVING MORE THAN ONE MILLION PROSPEROUS PEOPLE 

California's "five-county- city" 
on ke no-TV. It's the 
only way to cover 

California's svvEn-markct. 



,s TELEVISION 
,N THE SAN 
JOAQUIN VALLEV 

N BC FOR CALIF'S. 
SUPERMARKET 



tEPRESENTED BY EDWARD PETRY & CO., INC. 



GRAB A PLANE 



and get out to Chicago. The NAB Convention is between 

15 and 18 March. That way you'll meet most everyone you want to meet 

and see most everything first hand. It may be hectic but it's bound 

to be a great show. 



READ SPONSOR 

That way you'll get to see the industry's collective mind on almost 
every important problem of the day. The Convention Issue will have reports 
on major exhibitors and equipment. Reports from NAB, RAB, and TvB. 
a special NAB-dominated Sponsor-scope; rundowns on all convention 
hotels — ivho is staying where, and how to get there. A complete directory of 
agencies, advertisers and reps in the Chicago area. Listings of 
the best restaurants . . . and we could go on. It's a big important issue 
you just can't afford to miss. 



ADVERTISE IN THE CONVENTION SPECIAL 

When you advertise in the Convention Issue, you can advertise in 
the Convention Special, too, at bargain rates. That way you get your 
message to everyone ivho is anyone at the convention itself. For 
SPONSOR'S Convention Special (it's a separate book of its otvn) is 
hand-delivered to the hotels of 2000 of the very top people at the show. 
It blankets the NAB hotels in Los Angeles. This double exposure, 
double impact to the key men in the industry, costs you only $75 extra per 
page over the regular rate. 

Advertising forms for the 
Convention Issue, plus . 
the Convention Special, 
close first week in March. Wire 
collect for reservations now. 




THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 

40 East 49th Street, New York 17, New York • MUrraj- Hill 8-2772 



SALES 
GROW 

DYNAMIC 

SACRAMENTO 

by using 

Crowing Ratings 



KXOA 

1st Place— Oct. '57— Pulse 

(26 1/ 4 hr. firsts) 

1st Place— Mar. '58— Pulse 

(29 V4 hr. firsts) 

1st Place— Oct. '58— Pulse 

(43 1/4 hr. firsts) 
Nat'l. Rep: McGavren-Quinn 



Ray Ellingsen 



HOTOGRAPHY 



can give 

photographic needs 
the kind of 
attention 

. . . backed by 



12 £. Grand /Ave. 
Chicago 



LEO BURNETT 

(Cont'd from page 76) 

one production trip of no less than 

a week's duration." 

Despite this careful attention to 
junior members of the staff Burnett 
is not. however, one who believes in 
the old cliche that "advertising is a 
young man's business." 

He says, "It is true only in the 
sense that success can come early and 
youth is no bar. But to imply that 
the best thinking in advertising comes 
from youngsters is a curious myth 
foisted on the profession by middle- 
aging creative men who want to get 
out of harness and to pass the hard 
work on to their juniors in such a 
way as to make the young rejoice in 
wielding the pick." 

To test him out on this subject, 
sponsor asked Burnett a loaded ques- 
tion, "Have you any plans to retire?" 

Says Mr. Burnett, "I would like 
to state unequivocally, categorically, 
and implicitly that I am neither 
planning on retiring or dreaming of 
it." 

To which Draper Daniels adds this 
comment, "For the sake of everyone, 
all who know Leo hope that he will 
get his reward in heaven. Otherwise 
we expect to see a large-scale adver- 
tising campaign launched which will 
change the image of hell and make it 
seem like the only place worth going 
to." 

But no analysis of the Burnett char- 
acter would be complete without men- 
tioning another much more serious 
side of his nature. 

Leo Burnett, for all his passionate 
interest in every phase of modern ad- 
vertising and selling, brings to the 
business a kind of old-fashioned 
idealism that is as refreshing as it is 
unusual. 

Here are some quotes which illus- 
trate his beliefs: 

• "I have learned that the greatest 
single thing to be achieved in ad- 
vertising is believabilit) . 

• "1 have learned to respect ideas 
wherever they come from. 

• "I have learned that it pays to fight 
for causes and concepts which may 
be unpopular at the moment rather 
than following the course of easy 
agreement. 

• "I have learned that people should 
be made to want your goods, not 
constantly induced to buy them. 

• "I have learned that a really good 
advertising man is more interested 



in earnestness than in glibness, 
takes more satisfaction out of con- 
verting people than in 'wooing' 

• "I have learned to look for the 'in- 
herent drama' in any product. It 
exists in them all, and it's what the 
manufacturer had in mind when he 
conceived them. 

• "1 have learned the glacier-like 1 
power of friendly familiarity. A i 
friendly feeling toward a brand j 
says value to a consumer more 
clearly, more convincingly than the ' 
word 'value' itself. 

• "I have learned to respect the fit- ] 
ness of things in advertising — not \ 
only in terms of good taste but by <] 
giving the ad or the commercial j 
which is somehow becoming and 
natural for the product it adver- I 

Such principles, which Burnett are I 
inclined to state shyly, even hesitat- I 
ingly, are unquestionably keys to the ] 
Burnett story. 

They explain, at least in part, such I 
statistics as these: 

Eight clients of Leo Burnett Co. I 
Inc. billed in total $9,569,348 in their 
first full years with the agency. In 
1958, these same eight billed in total, I 
$69,600,000. 

Obviously in the development of a I 
$100 million agency, many highly I 
capable talents are required. Burnett, I 
himself says that he owes his success I 
to his large number of "strong right 1 
arms" and pays special tribute to ■ 
Dick Heath, former president and L 
present chairman of the executive I 
committee who joined him during the I 
agency's second year. Industry ob- 1 
servers insist that Burnett's genius I 
for organization and for attracting top I 
people is perhaps his greatest asset. 1 

These people and methods will be I 
discussed in next week's sponsor. 

Meanwhile, however, the personal- I 
ity and character of the man from St. I 
Johns, Michigan must be reckoned I 
as major factors in any realistic I 
appraisal of the Leo Burnett Co. Inc. I 

Midwesterners who are used to at- 1 
tending Big Ten football games are I 
familiar with the thundering chorus I 
of the University of Michigan's i 
famous "Hail to the Victors" song. I 

It seems probable to SPONSOR that I 
Leo Burnett's dream, like that of his I 
alma mater, has been to be "Thep 
Champion of the West." And 8201 
Burnett employees are claiming that! 
title for him today. ^ 
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unique 



Take these ingredients: A maximum power TV 
station strategically located thirty line-of-sight 
miles from Canada's 3rd market. Add strong, 
clear telecasting from a half mile high tower 
with top CBS network shows and syndicated 
half hours. Then add the fact that only one other 
TV station operates in the Greater Vancouver 
area and you see how KVOS-TV achieves its 
unique position: an international station rating 
first among TV viewers in Vancouver, Victoria 
and 5 other B.C. communities. This is why 
Canada's leading advertisers are consistently 
scheduling KVOS-TV. 

Plus 82,000 TV homes in Northwest Washington 




VANCOUVER OFFICES— 168T W. Broadway, REgent 8-5141 
STOVIN-BYLES LIMITED— Montreal, Toronto, Winnipeg 
FORJOE TV INC. — New York, Chicago, Los Angeles, San Fran 
ART MOORE and ASSOCIATES— Seattle, Portland 
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SACRAMENTO'S 

# 1 Station* 

I SELLS for YOU with 

/Outstanding Personalities 
\/ Family Fun-tests 

V Local News 

V Top-Rated Shows 
\/ Merchandising & 

Promotion 

KXOA 

Placed 1st in 59% »/ 4 Hrs.* 
Leads "F" (2nd) by 48% 
Leads "C" (3rd) by 153°/c 



The BEST Salesman 
Is Your BEST Buy 




KXOA 



Pulse— Oct. 1958 (Last Metr 



IT'S a FACT! 



1859— John H. Gregory discovered the first 
gold lode in Gilpin County, Colorodo . . . 
The population of Denver was 4,726! 

1959— Papulation af the Denver TV cover- 
age areo served by Channel 9 is 
1,479,500 people who hove o spend- 
able income af $2,803,077,000! 

IT'S ALSO A FACT! 

One day spat saturation an Channel 9 
for Denver Car dealer resulted in 
42 new car sales in one day. A 
new record! 

'honn el 9 personalities promoted kids 
theatre party and autpulled cam- 
petition's identical promotion . . . 
same day, same time— two to one! 

THE FACT IS... 

For the best buy in Denver 




SINGLE-RATE 

(Cont'd from page 42) 
most particularly to newspapers be- 
cause of the local merchants' long- 
time affinity for print. (National ad- 
vertising lineage in newspapers con- 
tinues to drop and it's in this area 
that broadcast media are strongest.)' 

Many stations who have long 
grappled with this problem have 
established a tight two-rate system, 
(1) national or general and (2) local 
or retail. Aware of the difficulty in 
setting and adhering to fixed rates 
for different categories of business, 
they hew to a policy of defining 
rigidly the classifications of business 
earning general or retail rate. 

But many stations vacillate in fix- 
ing the rates as well as in keeping 
them. This is what has caused con- 
sternation and confusion at the na- 
tional agency and client level. Those 
who argue for the single rate con- 
tend that it's unfair for a national 
automotive advertiser, for example, 
to pay more than the local car dealer. 
The client, unintentionally or other- 
wise, causes consternation by credit- 
ing more co-op money to dealers or 
by buying in a local dealer's name. 

This leaves the agency and the 
station representative out in the cold 
in terms of billing and commissions. 

Tt also exposes an agency to re- 
criminations from an account when 
it discovers the competition is buy- 
ing locally and getting time cheaper. 

Agency men say their best tactic is 
simply to keep talking to media sales- 
men until they get to the rock-bottom 
available rate. Stations call this 
"chiseling," but an agency takes the 
view of equal sauce for the goose 
and gander. 

Warren Bahr, in his advocacy of 
the one-rate principle, contends a 
buyer buys a total audience and the 
total coverage of the station. If a 
local buyer happens to want lesser 
coverage and the price on Station A 
is too high for him, he will auto- 
matically take Station B with a nar- 
rower coverage pattern, fewer listen- 
ers and therefore lower rates. He be- 
lieves that if a buyer doesn't want 
total area coverage, he should buy 
city-only coverage. 

Station representatives are dis- 
turbed because they see clearcut signs 
of buying resistance to national spot 
for this cost reason. SPONSOR knows 
of specific instances in which spot 
has been omitted entirely because of 



the possibility of a hassle with the 
client concerning the best rate. But 
newspapers are losing, too, because 
of their multiple rates. One account 
executive said this accounts for the 
loss in national ad lineage and a sub- 
stantial switch to newspaper supple- 
ment advertising which gives national 
clients a better rate break. 

A broadcaster prominent in several 
major market areas says the single 
rate "is a fine idea but absolutely im- 
possible to attain. Trade practices 
are deeply ingrained and patterns are 
long set. One-rate cards in small 
markets are possible and much more 
easily controllable. But in a multiple- 
station major market we'd all be out 
of business if we put one rate in." 

He agrees with many industry 
thinkers, however, in decrying more 
than two rates. Some stations, fol- 
lowing the newspaper lead, have as 
many as five rates (and in some cases 
these five are subject to expansion as 
the situation warrants). He sees a 
need for two — the general rate for 
national business and the local rate 
for "one-store local merchants." 

Chairman Bahr, in tracing his six- 
year interest in the need for single 
rates and in outlining the informal 
grouping of the Single Rate Commit- 
tee, said he has witnessed many in- 
stances of a station representative or 
station executive leaving two rate 
cards at the same agency for the same 
kind of national business. The single- 
rate station, he contends, is no longer 
a questionable buy as "too many sta- 
tions are. With one rate we don't] 
have to eternally ask whether we're 
getting the lowest possible rate." 

Because the group is informal, the 
chairman and his committee members 
have stated that they would like to 
hear from other single-rate propo- 
nents who would like to join the 
group. Correspondence should be 
forwarded to the Single Rate Commit- 
tee, Warren Bahr, Young & Rubicam, 
270 Madison Ave., New York City. 

Stations — whether radio or tv — i 
who subscribe to the single-rate con- 
cept and are interested in registering 
their call letters with the committee 
(as well as using the single-rate seal 
promotionally ) have also been asked 
by Mr. Bahr to contact him. The 
committee will release lists of these 
stations periodically and review any 
disputes based on a complaint that 
a station is not living up to its 
single-rate pledge. ^ 



: 2 
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"Imagin' 



me goin' ta collidge!" W JAR -TV made nationwide headlines recently when it 
initiated a live TV course on the history and philosophy of communism. Full 
academic credit was given by Providence College and enthusiastic letters poured 
in. Daring, imaginative, unorthodox local programming like this is the biggest 
single reason why WJAR-TV consistently 
walks off with the lion's share of the 

audience in the Providence Market. CoclTof-the-walk in the PROVIDENCE MARKET 
NBC • ABC • Represented by Edward Petry & Co., Inc. 



^WJAR-TV 



CHANNEL 10 




83 



Problem Solved by an 
Account Executive 




"Help," he cried. "We're com- 
ing," said Media. 




"Blair TV Associates said 
WCTV offers a great undupli- 
cated buy in a market that 
buys like crazy!" 




$SOO MILLION 

(Cont'd from page 45) 

2. The improvement of spot radio 
at the source. This involves both 
eliminating the inefficient and out- 
moded business practices which have 
grown up within the industry, and 
building up local radio stations as 
America's No. 1 community media. 
The first part of the job requires a 
relentless pruning away of needless 
paper work, confusing rate cards, un- 
fair local-national rate differentials, 
and cut-throat selling between sta- 
tions. The second means a new con- 
centration by stations on strengthen- 
ing their "community" positions — as 
the leaders in news, public affairs, 
service features, and editorial stature. 

3. The selling of spot radio as a 
prestige medium. To take business 
from its major competitors, spot ra- 
dio must be sold in new, more chal- 
lenging ways. It must come up with 
plans and packages which make it 
more attractive and efficient for the 
national advertisers. And it must con- 
stantly emphasize its "community 
prestige" image in all its selling. 

In drawing up the $500 Million 
Plan sponsor has attempted to give, 
not detailed and precise instructions, 
but a clear, easily understandable 
blueprint which can serve as a guide 
for the industry. 

Spot radio, we believe, deserves far 
more national advertising dollars 
than it is now getting. To realize 
this goal will require the best think- 
ing and best work of experienced ra- 
dio men everywhere. ^ 

uiUiiiiuiLiJiuiLiiliiiiiiiiiiiKuif 



FIVE-MINUTE 

(Cont'd from page 43) 

same times as in the test markets. 
Here is the total list, including the 
test markets: 

SHOWS i 

PER WEEK 



Connecticut 

WATR— Waterbury 18 
Maine 

WFAU— Augusta 24 

WABI— Bangor 15 

WIDE— Biddeford 12 

WLAM— Lewiston 10 

WLOB— Portland 10 

WRUM— Rumford 10 

WSME— Sanford 10 

WTVL— Waterville 12 

Massachusetts 

WARA — Attleboro 12 

WNAC— Boston 15 

WFGM— Fitchburg 15 

WNBH— New Bedford 12 

WMAS— Springfield 15 

WSPR— Springfield 12 

WAAB— Worcester 15 

New Hampshire 

WKCB— Berlin 24 

WTSV— Claremont 12 

WKXL— Concord 12 

WBNC— Conway 12 

WKNE— Keene 12 

WLNH— Laconia 12 

WTSL— Lebanon 12 

WFEA— Manchester 15 

WWNH— Rochester 15 

Rhode Island 

WEAN— Providence 13 

V ermont 

WBTN— Bennington 12 

WTSA— Brattleboro 12 

WDOT— Burlington 12 

WJOY— Burlington 12 

WSK1— Montpelier 15 

WIKE— Newport 12 

WHWB— Rutland 12 

WWSR— St. Albans 15 

WTWN— St. Johnsbury 12 

WCFR— Springfield 10 

WDEV— Waterbury 10 



In New England, as in other areas, 
Carling puts approximately 50% or 
more of its budget in radio, 4,0% in 
tv, 107< in print. 

Bob Thomas, who is advertising 
manager for Carling's Northeast, Mid 
Atlantic, and New York regions, 
notes that the loss of frequency 
in a five-minute show is more than 
counterbalanced in impact. ^ 



"Let's give it a shot." 




It worked so well he can af- 
ford to beat the ad manager 
at golf. 



WCTV 



Tallahassee 
Thomasville 



for North Fla. and Soulh Ga. 

John H. Phipps 



Reprints of SPONSOR'S 
$500 Million Series 
Because of ihe unusual intere 
in SPONSOR'S $500 Millio 
Plan for Spol Radio, and i 
answer lo a number of requesl 
from stations and station rei 
resentatives, we are reprinting 
_ the complete series of six arti- 
H eles as they have appeared in 
| recent issues of SPONSOR in a 
I convenient 16-page folder. 
B Copies are available at 350 each. 
| Address: $500 Million, e/o 
| SPONSOK, 40 E. 49lh St. New 
J York 17. Special prices available 
g for quantities of 50 or more. 
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YOUR 
1959 
BUSINESS 
WILL BE 



UP 



because you'll get more of it if you read 
SPONSOR'S 12th annual 

FALL FACTS BASICS 

38 pages on Marketing with 15 pages of BASICS charts 
86 pages on Radio with 15 pages of BASICS charts 

78 pages on Television with 18 pages of BASICS charts 
17 pages on Film with four pages of BASICS charts 
Full copies of Fall Facts BASICS available for $1 



Reprints of the popular BASICS charts sections: 

1 TO 9 35 cents each 

10 TO 49 25 cents each 

50 TO 99 20 cents each 

100 TO 499 15 cents each 

500 TO 999 12^ cents each 

1,000 OR MORE 10 cents each 
Prices include postage 



16 pages on Marketing 
16 pages on Radio 
24 pages on Tv and Film 



For fast delivery, use the coupon belotv: 



Readers' Service, SPONSOR, 40 E. 49 St., New York 17, N. Y. 

Please send me the following reprints from Fall Facts BASICS. 

Check or cash enclosed Bill me 

Section Quantity desired Unit price Total amount 

Marketing . _ _ 

Radio _ _ _._ 

Television-Film _ _ _ _ 

Full copy of Fall Facts BASICS— SI 

Address 



KXOA 

is THE LEADER in 

DYNAMIC 

SACRAMENTO 

1st place— Pulse Oct. '58 

(Last Metro) 
1st Concerted Local News 
1st Top Personalities 
1st Regular Editorials 
1st Daily Stereophonic 
1st Family Fun-tests 

KXOA 




PROVED 3 WAYS 
AMERICA'S BEST TV BUY 



ARB, May )?58 — highest 



0 ISRQD-Tir 0 



SOFT GOODS 

(Cont'd from page 37) 

with the introduction of nylon. Since 
then, the synthetics have been de- 
veloped at a fast clip and are fight- 
ing hard in an intramural competition 
with other man-made fibers as well 
as with natural fibers. 

"Tv proved very exciting when it 
was new," says Mr. Elliott. "Depart- 
ment stores and other people inter- 
ested in soft goods have worked hard 
to find a tv formula. Some have suc- 
ceeded but. nevertheless, tv just 
hasn't fully arrived." 

The tv formula which can be ap- 
plied locally (even though it may be 
national advertising) to create a stim- 
j ulus at the local retail level will affect 
both the retailer and the consumer. 
This is television's task. Tv is stressed 
more often than radio by admen as 
a desirable "undiscovered medium" 
' for soft goods because of its obvious 
visual appeal. 

This is why the prospect of color 
I television is tantalizing to many re- 
tailers, manufacturers and fabrica- 
tors. But even though admen dream 
! of showing color, form and texture in 
full color tv, but they're still produc- 
ing commercials in black-and-white. 

One soft goods manufacturer who 
has found a tv formula is Cannon 
, Mills, which has just completed a 
January white sale advertising cam- 
paign for its towels, wash cloths, 
sheets and pillow cases. Cannon 
worked with 120 different major re- 
tail stores in 39 cities and slotted its 
announcements on 86 stations during 
that month in what ad manager Dick 
Swiggert calls "a great big mix of 
experimentation.*' Preliminary re- 
ports from stores indicate a success- 
ful program. Cannon will continue, 
lowever, to mix and match ad media 
until it finds proportions which it 
thinks can be carried over from sea- 
son to season and year to year. 

Cannon's technique was presuma- 
bly patterned after one developed by 
Malley's department store in New 
Haven, Conn., WNHC-TV in the 
same city, Spring Mills, and the TvB. 
The formula, as this four-way com- 
bine worked it out for soft goods ad- 
vertising, hinged on saturation of the 
market. 

The formula evolved from two 
white goods campaigns, one in the 



summer of 1957 and one in the tradi- 1 
tional sale month of January 1958. 1 
Sheet sales went up more than 10% I 
above the previous year despite "very I 
bad weather and general business! 
conditions during that January." So I 
reports TvB. 

The pattern which led to hypoed I 
sales: use of a local live woman per- 1 
sonality who sold Springmaid sheets! 
(Spring Mills) via the demonstration I 
technique and 32 one-minute an-'l 
nouncements per week during day- 1 
time hours for two weeks. 

Some rules of the game: 

1. Always demonstrate the uses of! 
your merchandise. Don't just show I 
it or talk about it. 

2. Give prominence to the sale's 
low prices. Use large sign cards 
backed by voice-over audio com- 
ments. 

3. Use a local personality as the 
focal point of the campaign to gain 
maximum identification. 

4. Arrange one or more in-store 
promotions with the personality. 

5. Stress heavy saturation sched- 
ules because repetition underscores 
the importance of your campaign and 
creates a desire to buy now. 

6. Launch your campaign with a' 
heavy tv schedule and keep going 
right through the sale days. 

Because most often there is 
sense of urgency, the customer needs 
to be pre-sold on a brand before she 
plans to buy it. 

The pre-selling technique has 
worked so well with some soft goods 
lines that they are now being pack- 
aged for self-service in retail stores. 

Advertising breaks through this 
barrier of consumer awareness and 
pre-sells. There are many degrees of 
a general lack of awareness. Any con- 
sumer, for example, is well aware of 
the general advantages of fabric and 
style in a suit or a coat. This aw 
ness barrier is lower — and therefore 
easier to penetrate — than is the bar- 
rier attendant to new soft goods de- I 
velopments or with components of I 
end products rather than the end | 
products themselves. 

Three examples of this can be 
found in the strategy of broadcast II 
usage for Syl-Mer, a Dow-Corning I 
silicone; Dynel, a chemical fiber j 
manufactured by Union Carbide; I 
and Milium. 
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Jaines Linden, advertising manager 
of the Milium division of Deeririg- 
Millikeu, has an amorphous symbol 
to promote. Milium is a process, not 
a product. His job is to promote the 
trade-mark in any and all effective 
ways — and he uses radio to do it. 

Milium is a process for insulating 
fabrics with metal, usually suspended 
aluminum. 

Miliums advertising and promo- 
tional job: to sell the advantages of 
this process to manufacturers, to re- 
tailers and to consumers. 

Radio, specifically in New York 
bit), is used as a talking point with 
retailers and manufacturers and as an 
educational effort with listeners. Mil- 
iums pattern: tie in the name of a 
manufacturer and the name of a retail 
outlet stocking Milium-processed ap- 
parel in 30 seconds of a 60-second 
commercial with the remaining time 
used in live copy as an explanation of 
the process and its advantages. 

Syl-Mer, a Dow-Coming silicone, 
has a similarly multi-faceted adver- 
tising problem. Again there is no end 
product. Syl-Mer is a patented process 
which makes fabrics of all kinds stain 
and water-resistant. The job to be 
done: sell the hang-tag — the Syl-Mer 
process tag to hang on a button or 
[belt of apparel — and convince cut- 
lers, designers and stylists they should 
[buy and work with raw fabrics treat- 
led with silicone; convince retailers 
■hey should stock items treated with 
[Syl-Mer; sell buyers on the name. 
I Victor Seydel, v. p. in charge of tv 
pud radio for Anderson & Cairus, 
rlew York, which services this ac- 
count, says "broadcast media lend 
excitement and immediacy to fab- 
rics." This is not easy to do. Yet. 
Ihree years ago, radio testing of the 
►oncept was successful and the fol- 
lowing year additional markets were 
idded to the sehedule. 
I Last year they moved into tv with 
■ demonstration story. Films told a 
limple and direct story of why the 
(onsumer should look for the Syl- 
4er hang-tag. One-minute films al- 
ived for 12 seconds of a local cut-in. 
The initial tv eampaign was highly 
ueeessful, says Mr. Seydel, and the 
appropriation has been approved 
p 1959 on a seasonal use basis. 
Another Anderson & Cairns soft 
>ods elient is Dynel, a synthetic 
ber produced by Union Carbide. Its 
laims to fame and fortune with buy- 



ers: when blended with wool it is 
lighter and warmer, non-allergic, 
washes, doesn't catch fire or mat. 

Radio was used initially to help 
local stores move merchandise which 
incorporated Dynel. It's used radio 
successful) for special promotions in 
certain areas and it went heavily into 
network radio with 13 weeks of Moni- 
tor on ABC. 

As the broadcast media have been 
used successfully the agency and cli- 
ent have de\ eloped more promotional 
situations which can be coordinated | 
with ad media. The promotional hook j 
must be the start of any ad campaign, 
says Mr. Seydel. "Soft goods selling is 
the result of a series of local promo- | 
tions spearheaded — but not achieved 
solely — by tv and/or radio." 

Some of the lessons these people 
have learned in their use of advertis- 
ing and broadcast media: 

1. Don't dissipate > our ad budget. 
Concentrate speeificall) on set goals 
and then go after them. 

2. Tie-in all national or market 
promotion to the retailer's day-to-day 
selling effort. 

3. Make your own promotions 
whenever possible and be sure they 
benefit the retailer first and your own 
effort second. 

4. Make copy simple and clear be- 
cause you're selling conceptually as 
well as tangibly. 

5. Use a local person with strong 
community identification when feasi- 
ble and one who, therefore, can make 
store and personal appearances. 

6. In transcriptions and films, 
leave an open end for local mention. 

7. In tv, make the maximum use 
of demonstration with the product or 
the service in actual operation rather 
than merely the subject of talk. 

8. Pre-plan promotions which tie 
in with advertising. Work as much 
in advance as possible to get cooper- 
ation all up and down the line — 
among managers, department heads 
and clerks in retail outlets; among 
your own field staff. 

9. Remember that women are your 
prime target and that most of your 
audienees should have a balance of 
women's circulation. This is true of 
men's soft goods lines, too. 

10. Work to eliminate customer 
eonfusion in an area where there are 
many confusing new developments, 
produet elaims and brand names. ^ 




"Rush To 
The Rockies" 

This Is The Year . . . 

cons will visit KOA's home state- 
Colorado - celebrating the 100th 

the Rockiel." They'll enjoy many l°f 
the stote-wide celebrotion events in 

KOARodio. 

This Is The Year . . . 

like the 35 other yeors in KOA's 



This Is The Year . . . 

when more odvertisers will realize 
greater soles results than ever (ram 
KOA's vast coverage of 302 counties 
in 12 stoles... from KOA's skillful 
programming that offers wonderful 
listening variety .. .from KOA's pop- 
form, P and sell' " * ° en ' er """' '"" 

This Is The Year . . . 

for you to discover KOA Rodio, the 



Represented nationally by 

Henry I. 

Christal Co., Inc. 



850 on your dial 
50,000 Watts 
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says Fred Thrower, Vice Pres. & Gen. Mgr. 

WPIX 

NEW YORK 
Popeye can lift anything... 
especially ratings! "As usual, our 
Popeye show is completely sold 
out", says Fred Thrower, Vice Pres. 
and General Manager of WPIX. 

"Our Popeye show has been scor- 
ing top ratings with the kids in 
New York, since its first week. 
Now, after three years, it's still 
leading all seven channels in its 
time period, with a strong 70.7 
rating (A.R.B., December)." 

Year after year stations have been 
racking up sponsor sell-outs with 
Popeye. That's because the millions 
of Popeye rooters are fantastically 
loyal and highly receptive to 
sponsors' messages. 

So put Popeye's mighty muscles 
to work for your station. Like 
WPIX you'll find he belts the 
competition . . . and brings in the 
spinach ! 

U.CI.G. 

UNITED ARTISTS ASSOCIATED, inc. 

NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 
LOS ANGELES, 9110 Sunset Blvd., CRestview 6-5886 



Tv and radio 
NEWSMAKERS 



Philip B. Hinerfeld has been appointed 
director of advertising for the Pepsi-Cola 
Co. He has had eight years of experience 
in soft drink advertising and marketing 
both at the parent company and bottler 
field level via association with Pepsi's ad- 
vertising. This was at Kenyon & Eckhardt, 
where he spent the past two years as an ac-| 
count executive on the Pepsi, Hudnut and 
Lever accounts. Prior to this, Hinerfeld spent about 15 years with 
the Biow Agency, as an acct. exec. (See page 59 for more details.) 

George J. Arkedis has been appointed v. p. 
in charge of network sales at CBS Radio. 
He replaces John Karol who becomes v. p. 
in charge of planning and development (See 
21 February sponsor, page 56.) Arkedis 
joined CBS Radio as an account executive 
in 1946, and has served the network in vari- 
ous executive capacities since then. He is 
currently general sales manager of WBBM- 

TV, Chicago. A graduate of De La Salle Institute and Fordham, ir 
N. Y., Arkedis is now a Lt. Commander in U. S. Naval Reserve. 



Arthur M. Swift has been appointed to 
the newly-created position of manager of 
WTCN, Minneapolis-St. Paul. For the past 
nine years, Swift was general sales manager 
of WOOD-AM & TV, Grand Rapids. Both 
the latter and the Twin Cities broadcasting 
properties are owned by Time, Inc. Swift is 
an alumnus of Michigan State University. 
During the war he was a combat pilot i 
th the military government in Korea. He 
ticipator in community and civic affair 





the ETO and worked 
an active sportsman and 



Richard A. R. Pinkham has been elected 
senior v.p. in charge of broadcast opera- 
tions and a member of the board of direc- 
tors at Ted Bates & Co. He has been v.p. of 
tv and radio at Bates since 1957. Prior to 
this, Pinkham spent six years with NBC, 
holding these successive positions: manager 
of tv planning; executive producer; v.p. 
in charge of the program department; v.p. 
in charge of participating programs; v.p. in charge of tv network 
programs and v.p. in charge of advertising. He is a graduate of Yal 
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THE CITY THAT DIDN'T EXIST A MONTH AGO 



Every 30 days the U. S. adds as many new Americans as 
ive in Norfolk, Va.— creating brand-new wants and 
leeds which must be satisfied. 

What does this mean to you ? It means greater opportu- 
nities than ever before-in all fields. Home construction 
is expected to double by 1975. Power companies plan to 
increase output 250% in the next 20 years to provide 
the power for scores of new labor-saving devices. Cloth- 
ing suppliers predict a one-third increase in 7 years. 
With 11,000 new citizen-consumers born every day, 
here's a new wave of opportunity coming. 

7 BIG REASONS FOR CONFIDENCE IN AMERICA'S FUTURE 

1. More people . . . Four million babies yearly. U.S. popula- 
tion has doubled in last 50 years! And our prosperity 
curve has always followed our population curve. 

2. More jobs . . . Though employment in some areas has fallen 
off, there are 15 million more jobs than in 1939— and there 
will be 22 million more in 1975 than today. 

3. More income . . . Family income after taxes is at an all- 
time high of $5300- is expected to pass $7000 by 1975. 



4. More production . . . U. S. production doubles every 20 
years. We will require millions more people to make, sell 
and distribute our products. 

5. More savings . . . Individual savings are at highest level 
ever— $31,0 billion— a record amount available for spend- 
ing. 

6. More research . . . $10 billion spent each year will pay off 
in more jobs, better living, whole new industries. 

7. More needs ... In the next few years we will need $500 
billion worth of schools, highways, homes, durable equip- 
ment. Meeting these needs will create new opportunities 
for everyone. 

Add them up and you have the makings of another big up- 
swing. Wise planners, builders and buyers will act now to 
get ready for it. 

FREE! Send for this new 24-page illus- I ^ I 
trated booklet, "Your Great Future in a Gmt Furart /g 33 *^ 
Growing America." Every American _'<"• . tT^S% 
should know these facts. Drop a card to- Cr<m,n 6 v " tn " j 
day to: Advertising Council, Box 10, 
Midtown Station, New York 18, N. Y. I I 



(This space contributed a 
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SPONSOR 
SPEAKS 



Good things on tv 

Of course tv programing can stand improvement. And the 
carping of the vociferous minority (most of whom profess 
never to watch) has it* place in the checks and balances that 
makes for a better tv medium. 

But broadcasters are of the opinion that the great things 
on television frequently get lost in the carping with the result 
that the vocal critics deliver the impression that there's very 
little good on television. 

NBC has recognized the problem and is doing something 
about it. In a series of full-page newspaper ads NBC is point- 
ing out some of its specials and service programs. The con- 
solidation packs lots of wallop and gets across the idea that 
there's plenty to applaud every week. 

Other forces are at work, too, to acquaint the public (and 
the critics) with what's good on the air. The NAB is doing 
something about this, and its plans will probably be unfolded 
at the annual Convention next month in Chicago. 

There's room for the tv critics — even the ones that don't 
watch tv. But there's also room for industry improvement 
simply by highlighting the many good things on the air. 

Spot radio's challenge 

In this issue (page 44) sponsor sums up its new $500 Mil- 
lion Plan for national spot radio with a challenge to the 
industry. 

Can those who are involved in spot radio's future put 
aside their intra-industry battles, and work together to build 
up the medium? 

The stakes are high, the potential rewards great, sponsor's 
estimate that national spot radio, properly organized, could 
and should do at least three times as much business in 1963 
as in 1958 is a very conservative one. 

But the burden of proof lies squarely on the shoulders of 
those who have most to gain. If they are willing to plan en- 
ergetic action now, they can win a tremendous victory. Other- 
wise, the opportunity may be lost for all time. 

THIS WE FIGHT FOR: A realistic pegging 
of radio /tv rates so that they give any national 
advertiser a fair return on his investment, and 
provide a reasonable profit to management. 



lO-SECOND SPOTS 

Merrie England: From Londoi 
The Spectator—" 'Disk jockeys shoulj 
be more like teachers, and teaches 
should be more like disk jockeys^ 
said Mr. Groombridge." Like tradiiif 
the Three R's for the Top 40? 

Night people: A Madison Ave. a<J 
gal, long-conditioned to working oveJ 
time, demanded of a harrassed offiJ 
manager an explanation of why thj 
office should start cooling off an 
9 p.m. 

Spaceman: From a Worthingtoij 
Corp. press release— "The U.S. d| 
fense Department today politely b 
firmly said 'no' to an Australian busi- 
nessman's plan to become the firJ 
sponsor to have his commercial 
broadcast from the radios of 'talkind 
earth satellites." Shucks! 

Non-conformist: Symon B. CowleJ 
WCKT-TV, Miami, wants to "go oJ 
record as being one guy who didnl 
put in a bid for Miami's Channel 10J 

New saws: Some more of those zany 
office mottoes from the Let's Have 
Better Mottoes Assoc., sponsored by 
P O-P creators Phelps Mfg. Co.: 
"In case of fire, yell "Fire " ' 
"I'm fairly stupid myself, but I have 
some very intelligent help." 
"You're doing a good job but you'n 
doing it all wrong." 
"Think twice before you act, unleg 
the strain is too great." 
"I can get along with anybody — jusl 
let me have my way." 
. . . and this for a secretary's desk—] 
"Familiarity breeds attempt." 

Captive audience: The city jail oi 
San Diego offers tv for the inmates 
with programs selected by Chief lailej 
Lt. Dickson. These ought to get goom 
ratings: The D.A.'s Man, Line-upi 
Day In Court, Racket Squad, Ac\ 
cused, and Who Bo You Trust? 



Medal for him! An exec of Missouri 
Valley Limestone Co., sponsors of 11 
of Iowa football games on KMA| 
Shenandoah, Iowa, phoned station] 
manager Tony Koelker before the 
1958 season, and said, 'I don't wani 
those commercials to get in the was 
of these games." 
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